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Publix Theatres Corporation, Paramount Building, New York, Week of May 9th, 1930 


_‘SWIVEL-CHAIR’ MANAGEMENT 


“I do not mean to infer that 
said, “but unless it is anticipated, 
it could easily develop, and leave 
_ in its wake nothing but destruc- 


tive results, : 

“T want everybody to hold up 
before himself the mirror of his 
daily work-chart, to see how much 
more time he can spend in active- 
ly getting in and around those 
- necessary places and details that 
contribute to the high standard 
we all are compelled to demand. 
By doing this, I expect to see a 
- decrease in time spent at desks. 

. No Office Managers 
“Our theatre managers are not 

- expected to be ‘office-managers.’ 

We do not want them to become 
' such. Necessary office routine, re- 
ports, etc., must of course be com- 
_ pleted as ordered, but this may 
- be so organized as to be accom- 
_ plished under the kind of super- 
' vision. and selection of juniors 
that will permit more freedom for 
those in supervisory capacities. 

“Ror instance, I expect thea- 
tre managers to always be on 
the floors of their theatres dur- 
ing peak hours. That ‘is the 
time and place where he can 
best fulfil most of his numer- 
ous functions of observation, 
guidance, and analysis. 

“A few months ago-.I directed 
the Editor of Publix Opinion 
- to call attention to swivel-chair 

management. You will find an 

editorial which covers the topic 
- in your files under the date of 
- December 27th. Read it and re- 
read it, for it is a reiteration of the 
_ policy I have advocated, For the 
- benefit of those who may not have 
it available, I am causing it to be 
-. published again in the current is- 
_ sue of Publix Opinion. 
E Typewriting Showmen 

“Another thing I want examined 
is the possible danger that could 

arise from the practise of writing 
letters or mimeographing instruc- 
_ tions and letting it go at that. 
- Successful showmanship is not 

founded upon a typewriter, or a 
_ mimeograph machine, any more 
than it is based upon a swivel- 
Sehair. - 

“When a showman organizes 
his efforts and his hours to per- 
- mit reasonable release of himself 
',from the demands of dead-line 


(Continued on Page Three) 
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TO BE TAKEN IMMEDIATELY 


Anticipating dangers to successful current operations as well as 
to careers of men in key-assignments, Mr. Katz today directed his 
staff to immediately take preventive steps against tendencies any- 
where towards “Swivel-chair management.” 


this practice prevails,’ Mr. Katz 


NEW LEADERS 
CREATED BY 
CONTEST 


aN lot of new leaders in Pub- 
lix will be born of the Second 
Quarter prize contest!” 


This is the prediction -of 
Mr. David J. Chatkin, who says: 
“Never were 
Ipportunities 
so abundant 
for men of re- 
source and 
Stati na. 10 
show the stuff 
that is in them 
as at the pres- 
ent moment in the operations of 
the Publix circuit of theatres. 


“Now is the time when the| 
qualities and possibilities inherent 
in the man power of our operation 
forces and which may have lain 
dormant during past months will 
come to the fore and demonstrate 
themselves unquestionably in 
deeds and results obtained—and 
in such recognizable terms that 
there will be no mistaking where 
leadership has raised its head.”’ 


Mr. Chatkin’s observations are 
made in connection with the pub- 
lication of the lists of standings 
presented on another page of this 
issue, in which are shown the po-| 
sitions of the leaders in the profit- 
over-quota campaigns being waged 
for Second Quarter results thru- 
out the circuit. Regarding these 
statistics it is to be noted that rel- 
ative standings of leaders in each 
group are presented—not the ac- 


See Page 5 
for Stand- 
ings in Prof- 
it - Drive for 
April. 


ATLANTIC CITY 
CONVENTION 


With all indications pointing to 
a most successful year for Para- 
mount Publix, about 300 repre- 
sentatives of the organization will 
gather at Atlantic City for four 
days beginning May 16th in the 
annual spring sales convention. 

District managers, branch man- 
agers, booking managers, sales- 
men, home office and production 
executives, and theatre operating 
executives will gather for the first 
day of the session next Friday. It 
is expected that the first day will 
be devoted to a discussion of pro- 
duct. 
| Talks by Messrs. Sidney R. 
|Kent, Jesse L. Lasky, and Sam 
Katz will be among the _ high- 
lights of the program, Speeches 
by others will be cut to a mini- 
mum, to leave as much time as 
possible available for’ the screen- 
ing of new product. The last two 


to special group sales meetings, 

At the conclusion of the conven- 
tion, executives will entrain for 
San Francisco where the West 
Coast Sales convention will be 
held May 23, 24, 25, and 26. 

Home Office officials will leave 
iNew York at noon May 15th in a 
special train, and will report to 
the assembly hall the following 
morning. 


with accompanying personnel 
transfers, promotions and ad- 
justments, will provide plenty of 
overtime work for everyone, he 
said. 

“It is only natural,’’ declared 
Mr. Katz, ‘‘that after a long and 
busy winter, during which every 
one worked under high pressure, 
we should feel a tendency to re- 
lax a little when the bright, warm 
weather comes along. That is a 
tendency which can not and must 
not be indulged this particular 
summer. 


(Continued on Page Four) 


days of the session will be devoted | 
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“The assimilation of all the the- 
atres which have joined the Publix 
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Standings in Second Quarter Contest 
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‘SWIVEL-CHAIR’ 

MANAGEMENT 
_ MUST GO! 


HUNIERUERERBOSRDEEEROBOOORDDSUBRBBEBBRDBRBDUTS 
No. 35 


DEMAND ACTION, NOT MEMOS! 


PREVENTIVE STEPS AGAINST [300 TO MEET AT|GIANT BOSTON CONCLAVE 


MARKS PROMOTIONS OF 
FITZGIBBONS, MULLIN 


Headed by Messrs. Katz, Dembow, Chatkin and Botsford, 
a delegation of Home Office Executives journeyed to Boston — 
last Wednesday to participate in the monster meeting staged by 
the members of the New England division in that town. The 
meeting was to mark the entrance of newly acquired theatres 
into the New England division, and the formal taking over of 


that division by Martin J. 


NEW THEATRES 
- CHALLENGE 
MANPOWER 


Recent acquisition of new 
circuits and individual theatres 
is presenting to the manpower 
of Publix the dual challenge 
that spells immediate and fre- 
quent promotions as well as 
the high probability of the most 
severe strain on showmanly 
manpower the company has 
(Continued on Page Three) 


PUBLIX MUST MAINTAIN 
PRESSURE OF ENERGY TO 
ACCOMPLISH FRESH TASK 


There will be no letup in the energetic activity of Publix 
during the languorous months of the coming summer season, Mr. 
Katz told his executive cabinet at the last week’s meeting. The 
great job ahead of us of assimilating all the newly acquired circuits, 


circuit during the last few months 


is a gigantic task. It must be 
done by us and us alone. It would 
be a comparatively simple thing 
if we could go out and hire a num- 
ber of people to do this for us. 
That, however, is impossible. The 
proper assimilation of new thea- 
tres into Publix can only be done 
by Publix-minded persons. It’s 
our job and it’s a big one, but I 
am certain we will handle it com- 
petently. We have done it before 
and we can do it again. : 


“The successful performance of 
this task, however, requires added 


(Continued on Page Three) 


Mullin, upon the promotion of John 
——| J. Fitzgibbons to special com- 


pany activities. 
The giant conclave, attended © 
y all managers, district and 
division managers of the New 
England division — including 
those of the newly acquired 
Netoco circuit headed by its 
president, Samuel Pinanski— 
began at the Copley-Plaza at 
9:45 and ended at 4:30 that 
afternoon with one hour’s in- 
termission for lunch. A. M. 
Botsford, presided. 
The first speaker to be intro- 
duced by Mr. Botsford was Mr. 
Sam, Katz. In one of the most 
moving and interesting talks of 
the entire meeting, Mr. Katz des- 
cribed the division as it was in the 
old days before Mr, Fitzgibbons 
took it over and the tremendous 
development of the circuit during 
the two years that he directed its 
destinies. He pointed out the won- 
derful opportunities for progress 
in the division in_its present de- 
veloped state, recounting the num- 
ber of promotions made to take 
eare of its rapid growth. 
Company Expansion 
Speaking of the expansion of 
the company as a whole, Mr. Katz 
stated that when he first joined it,, 
there were 187 theatres actively 
operating. Now, there are about 
(Continued on Page Three) 
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; WHAT’S DOING AT } 
+ THE DISTRICT, } 
| MANAGERS’ ‘P { 
| FOSESSION. | * 4 
: Read the day-by-day 
stories, actually re- 
porting it. : 
: On Pages 6, 7,,8&9 ; 
: In This Issue ; 
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] MAIL IT DIRECT!! ANYBODY! EVERYBODY !! 

| _ By authority of Mr. Katz—everyone in the com- | get help from the paper it can continue only if youl 
pany has the privilege and duty of contributing ideas, |GIVE BRAINPOWER as well as TAKE it. 
articles, etc., DIRECT to PUBLIX OPINION. If you | YOUR experience aid OTHER Publix showmen! 


Let 


MORAL: THIS KIND OF ALERT 
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EFFORT BUILDS SUPREMACY 
FOR PARAMOUNT AND PUBLIX) from Patron 


Through the fast work of M. R. 
Clark, manager of the Paramount 
exchange at Columbus, Ohio, Par- 
amount secured one of the most 
-gensational pictures ever made of 
a great prison disaster. In thank- 
ing Mr. Clark for his co-operation 
on the story, Emanuel Cohen, edi- 
tor of Paramount Sound News, ex- 

plained just how 
the branch man- 
ager managed to 
get the camera- 
men into the Co- 
lumbus Peniten- 
tiary while the 
fire that took 
over three hun- 
dred lives was 
still burning. 

“Mr. Clark dis- 
played all the re- 
sourcefulness of an old time news 
man on this story,’ Mr. Cohen 
stated. “He no sooner got the 

first flash on the story than he rea- 
lized its possibilities and shot a 
phone call through to our New 
York office. 
“while we were rushing Fel- 
-inger, our nearest sound camera- 
man, into Columbus, Mr. Clark 
went ahead with his local arrange- 
ments. The penitentiary was sur- 
rounded with troops and police and 
no passes were issued for the lines. 
Somehow Mr. Clark managed to 
get a local cameraman inside the 
smoking walls and also arrange 
for Felbinger’s passage. | 


. Uses Fire Truck : 
“When Felbinger rolled into 
town late that night, he, his sound 
~ man, Weyman Robertson and all 
their sound camera equipment 
were quickly transferred to a fire 
department emergency truck. Out- 
side the prison walls were grouped 
gome forty or fifty disconsolate 
cameramen, barred by the troops 
from approaching any nearer. 


Keep your 
eyes and ears 
and contacts 
jalert! You 
{ may be next 
to ring the 
bell as did 
Mr. Clark. ~ 


© NA SOAS TATED 


With siren shrieking, Felbinger’s. 


fire truck tore through these, 
through the machine guns and 
troops and through the great pri- 
gon gates that swung open just 
h to let S 
TE orice inside the penitentiary 
felbinger found the courtyard 
jammed with fire 
Everything was in an uproar. No 
one had time to bother with stray 
cameramen. Using his fire truck 
as a base Felbinger was able to 
-amove from one part of the peniten- 
¢tiary to another. He was even 
able to light flares he carried and 
ake use of som 
naniaent search lights, when the 
flames themselves failed to give 
enough light for pictures. 
Actual Scenes 5 
“Through this assistance of Mr. 
Clark, we were able to shoot a 
‘very wonderful picture, a picture 
of a great disaster while it was ac- 
tually taking: place. The se 
actually caught the firemen fight- 
ing madly to hold the flames to one 
section of the puilding, while their 
companions hacked their way 
through to the penned prisoners. 
Unconscious bodies were rushed 
out to the doctors working by 
flame light. ‘Troop reinforcements 
qere flung inside the walls to 
round up the convicts. Through- 
out the night the penitentiary was 
a bedlam of noise, the screams of 
the trapped prisoners and the 
eurses and your ee those in the 
j oring buildings. 
Lenwen re when it came to mak- 
ing daylight shots, Mr. Clark also 
came to Felbinger’s assistance. 
Somehow he managed to secure 
permission for the cameraman to 
again get inside the prison walls. 
Of even more importance he se- 
cured a prison official, who was 
also a friend of the convicts, to 
qwork with him on the story. 
Gets Interviews 
“The convicts were still in a 
state of semi-revolt. 
been herded into one end of the 
prison, but they sullenly resented 
all outsiders. In fact, they badly 
beat up one inquisitive reporter 
and threw out bodily or chased 
- through the lines most of the other 
-eporters and photographers that 
managed to get into them. 
“Through the auspices of the 


of the fire. 


the fire apparatus in. |" 


apparatus. | 


|p Sar Sos Geena oe ee Se Se 
prison official Felbinger was able 


to round off his picture in striking 
fashion. He secured complete day- 
light scenes of the fire ruins. He 
also secured dramatic sound inter- 
views with the two convict heroes 
In the most graphic 
fashion imaginable they described 
how they had managed to smash 
their way through to the locked 
cell blocks where the men were 
suffocating by the hundreds, 


“Finally, through his many 
friends, the exchange manager 
somehow managed to work Fel- 
binger in on the official state in- 
vestigation of the tragedy that was 
at once started. While all other 
movie men were barred out, Fel- 
binger here managed to secure the 
prison warden’s own dramatic 


story of the disaster, as well as| 


sound records of the other high 
lights of the investigation into this 
fire which took the lives of three 
hundred and twenty prisoners.”’ 


RICHARDS UNDER 
KNIFE—DOES WELL 


E. V. Richards, veteran show- 
man of the Publix Saenger circuit, 
was operated upon successfully the 
day before yesterday according to 


word from New Orleans, where he |. 
is at present in the Baptist hos- |. 


pital. ‘ 

His many friends and business 
associates will be happy to learn 
that despite the ordeal of being 
under the knife for two and one- 


half hours, Mr. Richards is, ac- 


cording to attending physicians, in 
the best possible condition. — 


~ RAIBOURN ILL ) 

Paul Raibourn, Home Office 
statistician, is confined to the 
Madison Hospital in New York 
following an operation for appen- 
dicities last Saturday. His many 
friends wish him a speedy re- 
covery. 


theatres 
/ praise on their high sound stand- 


Good Reproduction 
Brings Pratse 


Concentration on good sound 
reproduction, Divisional Director 
John J. Friedl finds, is so -prolific 
of results that a number of his 
have received written 


ards. 


A case in point is a letter from 
the president of the Miami Broad- 
casting Co., operators of Columbia 
Station WQAM, to City Manager 
Ernest Morrison, complimenting 
the sound at the Community Thea- 
tre, Miami Beach, where the writer 
has his winter home. 


“The other night when I heard 
Lawrence Tibbet at the Com- 
munity,’ the letter says, “I was 
astounded at the reality and life- 
like quality of sound. It is the 
nearest to the real thing I, have 
ever heard, and we have been 
working with Western WHlectric 
sound equipment for broadcasting 
purposes and public address sys- 
tems for the past .four years, mak- 
ing several of the finest installa- 
tions in the country.”’ 


Manager of the Community is 
John Reinhard. 


Kentucky Theatre Sells 


When front page stories on 
Ohio penitentiary fire, in which 
several hundred lost their lives, 
were being carried by all papers, 
Kentucky Theatre in Lexington 
had first page of all papers rub- 
ber stamped in red ink with copy 
as follows ‘‘First Scenes of Ohio 
Prison Fire Now Showing Ken- 
tucky Theatre in Paramount 
Sound News,’’ 


In addition extra paid space of 
amusement page carried an- 
nouncement under large ‘‘Extra’’ 
headline. While story was hot in 
papers, news shots proved greater 
draw than feature. 


They had| 


‘THEY SELL TICKETS! 


Mercantile newspaper advertisers in Boston are now 
fully aware of the value a theatre tie-up has to them. 
Without giving them any passes or doing anything 
else except supplying a good copy idea and eye-catch- 
ing pictures, the publicity staff of the Washington 
St. Olympia and Uptown Theatres, under H. F. Kayes, 
are consistently crashing the Boston papers with big 


ing pictures, and 


tickets! 


ruled to open. 


‘SOUND’ INFORMATION 
‘SOUND DISTRIBUTION 


by DR. N. M. LA PORTE 
Director, Department of Scientific Research, 
Sound and Projection — | 


It is of the utmost importance 
that the - projectionist make a 
thorough check of the sound sys- 
tem, each day, at least one-half 
hour before the house is sched- 
If this policy is ob- 
served strictly, many minor inter- 
ruptions may be avoided. 


The following routine is sug- 
gested for the daily check. As- 
suming, of course, that the bat- 
teries, if used, have received the 
necessary charging the previous 
night and are in a fully charged 
condition, the system should be 
turned on as outlined in the Wes- 
tern Electric Operating Instruction 
Books supplied to each theatre. 
While waiting for the amplifier 
tubes to warm up, the projection- 
ist should clean possible accumu- 


lations of dirt or emulsion from 


the sound aperture plate with a 
soft cloth and a pipe cleaner, 
(never with any sort of sharp in- 
strument). The exciting lamp 
focusing adjustments should next 
be checked. 


After allowing a minute to 


lelapse the tubes will be warm 


Fire Shots Over Feature 


enough to apply. the plate voltage, 
and this may now be done. The 
filament current should be ad- 
justed to give the correct meter 
reading (do not overlook the film 
amplifiers on the machines) and 
the plate current meters checked 
to be sure they are reading the 
value specified in the Instruction 


‘Book. Low reading of any plate 


current meter may be caused eith- 
er by low line voltage or by a de- 
fective tube. If the latter condi- 
tion exists, a new tube may be 
tried, tentatively being removed 
if no improvement is noted. In 
case new tubes do not bring the 
meter readings to their proper 
value the chances are that the 
trouble is with the power supply 


: | 
ticket-selling ads which cost the theatres nothing. » 
Merchants are glad to get copy ideas and compell- 


are glad to tie up with activities 


which have the attention of the entire town. Tie-ups 
like these are easy to get and can be had for the 
mere effort on any picture in any town. They sell 


and this should be checked. 
tube shows symptoms of being de- 
fective, it is better to replace it 
before the show starts, rather 
than risk an interruption later on, 


Throw one machine on ‘‘film’’ 
and move your finger rapidly up 
and down across the light beam 
in the opened sound gate several 
times with the fader on, say, step 
12 or 14.. This should produce 
loud thumps from the monitor 
horn. Repeat this test on the 
other machine. 

Next, place a record on each 
turntable, and after switching to 
disc reproduction check the re- 
producers of each machine 
through the monitor horn. a 

Finally, with sound going ~ 
through the system, have the 
sound observer check the stage 
horn receivers, one at a time, for 
volume and quality. <A receiver 
which is low in volume, or which 


shows a tendency to rattle should 


be changed immediately, as best 
results quite naturally can not be 
obtained unless the stage horns 
are in perfect operating condi- 
tion. 

This procedure should be con- 
ducted every day as a definite 
routine. The short time so spent 
will be well worth while to insure 
that the equipment will be in op- | 
erating condition when the show 
opens. 


‘PUBLIX PARTIES’ 
ON AIR INIOWA 


Arrangements for the _ broad- 
casting of the Des Moines Para- 
mount Theatre stage band, Herbie © 
Koch, Charlie Agnew and other — 
entertainers every Tuesday night 
through station WHO have been — 
completed according to word from 
Nate Frudenfeld, division man- 
ager. ” 

Programs will be planned as — 
“Publix Parties’ with strong em- 
phasis on personalities to build 
them up. Newspapers are carry- 
ing stories on the broadcast with 
sponsorship credited to the Para- 
mount Theatre, Des Moines, and 
associated Publix Theatres in cen- 
tral and eastern Iowa, and west- 
ern Illinois. 


Prizes are being offered to the 
public for the best original mu- 
sical composition that can be used 
as a musical signature. 


FREE PLUG 


Ted Emerson, manager of the 
Strand, Des Moines, crashed into 
free publicity during an Airmail 
Week sponsored by the Junior 
Chamber of Commerce. 4 
seen speaker using an amplifying — 
system kept up a constant spiel 


on the advantages of air mail. 


Emerson sent him a message to 


the effect that Publix uses air mail ~ 


constantly, and the message be- ~ 
come part of the ballyhoo. Indi- — 


vidual pictures were mentioned. | 


BEUTE PROMOTED 


C.. A. Beute has been placed in 
charge of Paramount’s Music De- — 
partment at the Home Office, suc- © 
ceeding Morris Press. 

Eastern division of Paramount’s 
Music Department works in con- 
junction with the West Coast divi- 
sion under Nathaniel Finston, and. 


is distinct from the Publix Musie 


Department, under General Music — 
Director Boris Morros. 


NEW MARQUEE 


New marquee on the Roosevelt, — 
Chicago, is 66 feet long and 13 
feet high. Ends are arranged to — 
handle all types of displays; 2450 © 
red and amber lamps, 1600 feet 
of red and blue neon tubing, and | 
1950 lamps under the canopy ~ 
make it the brightest spot on 
State Street. 
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DIVISION HEADS’ Fitzgibbo 


PROMOTIONS 


ACCLAIMED 


(Continued from Page One) 


1561. This unparalleled growth 
will bring in its wake opportuni- 


' ties for advancement to a Scale 


-hever before approached in the 
history of the industry, he said. A 
_ glowing tribute was paid by Mr. 
Katz to the Home Office executives 


- who bore the greatest part of the 


burden in assimilating this vast 
growth, the past six months. 
Following Mr. Katz, Mr. Sam 
_Dembow, Jr.. traced the growth 
of the New England division, step 


_ by step, from the day the Fenway 


Theatre, the first theatre Publix 
controlled in New England. He 


r described the acquisition of the 


pany. 


AD 
G 


pats r ale icy Ye 


Black circuit and then the Witl- 


_ liam P. Grey circuit, giving an 
_ absorbingly interesting history of 


Publix activities in New England. 
Barry On Manpower 
John F. Barry, Personnel Direc- 
tor, then delivered a talk on Man- 
power, calling it the greatest as- 
set of the company. He declared 
that it was particularly appropri- 
ate to speak about it at this time 
not only because of Mr. Fitzgib- 
bons’ brilliant career and recent 
promotion, but because there were 
more assistant managers, man- 
agers and district managers pro- 
moted during the last nine months 
inthe New England division than 
in any other division of the com- 
Barry enumerated just 
-_ what was being done in the train- 


ing of Publix manpower and urged 
- everyone to be on his toes in order 
- to avail himself of the marvelous 


' selves so as to properly handle 
their work. Lem Stewart gave a 
| detailed account of the function- 
_ ing of the department, enumerat- 
q ing the use of ad records, tickler 


i ala ts 


| als was brought out by George J. 
| Schaefer, Eastern Sales Manager 


ia ik 


_ stressed the necessity for support- 
| ing that company in order to be 
assured of a continual flow of good 


_ aid Schaefer had been in develop- 
ing Publix in New England. 


| partment were then outlined by 


| the great work done by the mem- 
bers of the New England Division. 
and named a group of people 
who had moved up with the 
growth of the division. 
them were 


See 


was outlined by A. M. Botsford, 
_ who stressed the necessity for ad- 


_ Office Advertising Department. 


| for the coming year. 


Moreau, Branton and others. | 


opportunities opening up before 
“everyone in that division and in 
Publix generally, 


A short summary on advertising 


_vertising men to organize them- 


files, manuals, trade papers, etc. 
Stewart particularly addressed his 
remarks to the new men of the 
Netoco circuit who were unfamil- 
iar with the working of the Home 


Must Support Paramount 
The real meaning of film rent- 


for Paramount. He pointed out 
that Paramount was the theatre 
managers’ own company and 


pictures. Mr. Schaefer then gave 
a brief outline of the season’s new 
product, explaining the sales plan 
He acknowl- 
edged his appreciation of the high 
tribute, paid him by Mr. Katz in 
his address, for the tremendous 


Details of the Management De- 


David| J. Chatkin. He spoke of 


Among 
Cuddy, Sternburg, 
Herbert Chatkin, 


Cruzen, Zorn, 


Pinanski Speaks 


plans for the next season. 


ns Is 
Honored At 
Banquet 


More than 350 persons, includ- 
ing Home Office executives, mem- 
bers of the New England Division 
and high dignitaries from all 
walks of life paid honor to John J. 
Fitzgibbons at a banquet given 
him by his “friends and bosses” 
at the Somerset Hotel, Boston, last 
| Tuesday evening. The gala occa- 
sion was to mark his promotion 
from a brilliant career as Division 
Director of New England to special 
company activities. 


All assembled there that eve- 
ning came because they wanted to 
pay tribute to their friend, “Fitz.” 
Wires were received from about 
thirty persons, including Messrs. 
Adolph Zukor and Jesse L. Lasky 
who were abroad, movie stars and 
other celebrities. 


Home Office Executives - 


The Home Office executives who 
attended were Messrs. Katz, Dem- 
bow, Chatkin, Botsford. Barry, 
Netter, Young, Keough, Schos- 
berg and Stewart. As usual, the 
veteran and always enjoyable A. 
M. Botsford acted as toastmaster. 


Among the speakers were Lt. 
General Edward L. Logan, who 
represented Mayor Curley of Bos- 
ton; the Lieutenant Governor of 
the Commonwealth of Massachu- 
setts, in behalf of the governor; Al 
Lichtman of United Artists; and 
| George Schaefer of the Paramount 
Distribution Department. All com- 
mended the high standing Publix 
enjoyed in the city, state and sec- 
tion which they attributed, in 
large measure, to Fitzgibbons. Af- 
ter Schaefer had made his tribute, 
Mr. Sam Katz arose to speak. 


Mr. Katz Speaks 


“Mr, Fitzgibons,”’ said Mr. Katz, 
“represents the highest standards 
of Publix. In developing the 
amicable relationship between 
Publix and the public; in nurtur- 
ing this friendliness of the public, 
in looking after its welfare and 
safety; in extending it the utmost 
courtesy and consideration! at all 
times, he has symbolized the char- 
acter of our organization.’’ 


Hyman Fine, head of the music 
department of the New England 
Division, made the presentation 
speech of a magnificent silver ser- 
vice set, on the part of the boys 
of the New England Division. Af- 
ter the presentation and the glow- 
ing tribute from all the speakers, 
Fitzgibbons responded and, with 
characteristic modesty, gave all 
the credit to everyone else. 


Entertainment from all the Bos- 
ton theatres regaled the guests. 
After the banquet, the entire party 
went to the Metropolitan Theatre 
to witness the program construc- 
tion, a picture, ‘Safety In Num- 
bers’ and lobby entertainment. 
——————=—=—=————S—S_— 
dress by Mr. Katz. He mentioned 
the work of the Service Depart- 
ment under Chester Stoddard and 
told about the formation of a new 
short subject department. He dis- 
cussed the work of the Adver- 
tising Department and its great 
significance in supplying aids to 
the theatre. Mr. Katz  out- 


lined the tremendous work being 


done by William Saal in arranging 
He 
enumerated the advantages which 
Publix theatres would derive from 


' Samuel Pinanski, president of 
Netoco, was then introduced by 
‘Mr. Fitzgibbons. Mr. 
spoke of his close friendship with 
Fitzgibbons and how glad he was 
'to become a part of Publix. He 
paid a glowing tribute to Mr. Katz 
and expressed the determination 
of all his men to live up to the 
high standard set by Publix. 

In a few deftly chosen words, 
Marty Mullin expressed his appre- 
ciation of the responsibility in 
taking over the New England Di- 
q vision and his pleasure in being 
‘back home again. Mullin hails 
from New England and knows that 
territory thoroughly. 

_ The meeting closed with an ad- 


the screen ad service of the Thea- 
tre Service Corporation and urged 


Pinanski| everyone to cooperate in making 


it a success. The importance of 
the Second Quarter Profit Drive 
was stressed by him and the neces- 
sity for hard work on the part of 
everyone to put it over success- 
fully. 

Starting with Mr. Katz, each 
speaker spoke in the highest terms 
both of Fitzgibbons, and Mullin. 
The concensus of opinion of all the 
speakers was that, because of 
their past achievements, both of 
these men were eminently fitted 
for the higher positions which 
their brilliant performances had 
justly earned. 
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ANNIVERSARY 
TRAILERS 
READY 


Anniversary cartoon trail- 
ers, to be used by all Publix 
theatres a week before the 
individual anniversary of the 
theatre, are now ready. All 3 
theatre managers desiring a ¢ 
print should address them” ; 
selves to L. L. Edwards of + 
the Home Office Advertising 
Department. 

The trailer is 279 feet 
long and runs 3.1 minutes. 
The first 158 feet (1.8 min- 
ute running time) is devoted 
to a cartoon picturization of 
krazy kat and animals shoot- 
ing off a huge shell from a 
cannon which explodes into 
the announcement of the an- 
niversary. The last 121 
feet (1.3 minute) is blank 
but synchronized with mu- 
sic so that each theatre can 
insert its own anniversary 
announcement with attrac- 
tions. 
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‘SWIVEL CHAIR’ 
MANAGEMENT 
IS BARRED 


(Continued from Page One) 


routine, without endangering the 
efficiency with which that routine 
is performed or burdening it with 
prohibitive cost, he is situated in 
a manner that makes possible the 
kind of progress we expect from 
his service to his company and 
consequently to himself. Any- 
thing less than such organization 
is not living up to the standard 
that Publix expects. 
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“This applies from the top of. 


this organization to the bottom— 
and of course can only be accom- 


plished by correct selection of | 


juniors, and the careful guidance 
and supervision that will per- 


mit distribution of responsibility 


among them.’’ 


The editorial referred to by Mr. 
Katz is herewith reprinted, for 
your convenience: 


Swivel-Chair Management 


Those necessary articles of 
furniture—a swivel chair and a 
desk—have ruined more careers 
for good - men - in - the -making 
than any other destructive in-— 
fluence known to modern civili- 
zation. According to Fred Metz- 
ler, Comptroller for Publix, who 
is the Home Office executive be- 
hind the _ accounting-require- 
ments, swivel-chair theatre 
managers who run. their thea- 
tres from a desk and never get | 
out into their theatre to see 
what is going on about them, 
are the ones who are constantly 
getting dismissed, or rebuked 
because of the deficiencies of 
their subordinates. 


Recently one manager was 
dismissed instead of getting the 
promotion he sincerely felt he 
had earned, because he failed 
to check up on his juniors who 
were charged with the respon- 
sibility for perfect sound. An- 
other manager lost out because 
of irregularities in his box of- 
fice, which his _ surveillance 
would have prevented. 


When a manager is appoint- 
ed, he assumes responsibility 
for the actions of everyone un- 
der his supervision. If he is 
not sufficiently active to “be 
everywhere,’ he cannot. know 
what is going on around him, 
and thus he fails to live up to 
the agreement he made in ac- 
cepting his assignment. In or- 
der to ‘be everywhere” and 
“see everything,” the first thing 
he must do is to properly or- 
ganize and systematize his time, . 
and activities. 

There is no room in Publix 
for the haphazard management 
that always goes with ‘“‘a swivel- 
chair-and-desk manager.” 
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Check Heating 
Equipment 
At Once 


In order that heating equipment 
be in good working condition for 
next heating season, the following 
items should be checked and the 
proper steps taken: to make the 
necessary repairs to the heating 
equipment during the summer 
months, directs J. H. Elder, head 
of Publix maintenance depart- 
ment. 


If major repairs are necessary, 
send a requistion to the Mainten- 
ance Supervisor for your territory. 

Frederick S. Willert of the 
maintenance department has com- 
piled thig list, which has Mr. El- 
der’s approval. It will serve as a 
handy reminder for you. 

1. Just prior to the discontinu- 
ance of the heating service in 
your theatre, a sal-soda wash 
should be applied through the 
safety valve connection, or any 
other accessible point, on the 
boiler and the water should 
then be brought to a boil and 
continued for at least several 
hours. Fire doors should then 
be opened — ash pit doors 
closed, and allow the water to 
drain off slowly at the same 
time injecting fresh water into 
the boiler slowly until it is 
found that the boiler has been 
completely cleaned of all dis- 
lodged sediment. : 

. Fire box, ash pit back connec- 
tions, and oil burners should 
be thoroughly cleaned. 

. All boiler brick work, grates, 
sections, tubes, flanges, or 
seams should be inspected, re- 
paired and replaced wher 
found neGessary. 

. Damper’ regulators, safety 
valves, and gauges should be 
adjusted, repaired or _ re- 
placed. 

. Gauge glasses should be 
cleaned or replaced. 

- Vertical and horizontal fiues 
or chimneys, boiler sections 
and tubes should be thorough- 
ly cleaned. 

. All air leaks in horizontal or 
vertical flues should be prop- 
erly sealed by cement or other 
fire resisting material (leaks 
can be determined by the use 
of a candle light, as the leak 
-will either draw or blow the 
flame, thus indicating that a 
leak exists.) 

. Repair or replace all defective 
or leaking pipes, valves, radia- 
tors, or other parts of equip- 
ment; re-pack air valves or 
hand operated valves on radia- 
tors, pipe lines or boilers.’ 
Check pumps and motors at- 
tached. 

. Have all sections of piping or 
radiators where pockets exist, 
removed so that steam will 
not condense at these points 
during the coming heating 
season, and thus prevent prop- 
er circulation. 
Be sure that all condensation 
or water resulting from heat- 
ing system returns to the 
boiler or hot water return 
tanks wherever practical, so 
that same will not leak into 
the sewer or drain. (Unless 
this is checked, it will be 
necessary during the next 
heating season to use quan- 
tities of low temperature 
water to replace that leaking 
into the sever or drain, thus 
increasing the fuel consump- 
tion.) 

Have boiler room thoroughly 

cleaned and free from waste, 

debris or flamable material. 

12. See that fuel left over from 
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MUST MAINTAIN 
PRESSURE OF 
ENERGY 


(Continued from Page One) 
energy and effort from every one 
in the Publix circuit. That this 
new pressure is demanded at a 
time when everyone else is let- 
ting down and taking things easy 
is unfortunate, but extremely nec- 
essary. You must remember that 
in an organization such as ours, 
every effort for the company is an 
effort for yourself. 


“Consequently, the lasting bene- 
fit of .a permanent share in the 
growth and prosperity of the com- 
pany which is daily advancing in 
huge strides should amply recom- 
pense us for the added effort we 
are now expending to organize and 
direct that growth. 


“T feel certain that every man 
in Publix, from the Home Office 
executives to the last usher in the 
field, will meet the challenge 
which this expansion program im- 
poses upon him. The lion’s share 
of this work will, of course, fall on 
the Home Office. However, much 
is left to be done in the field. If 
every man in every theatre were 
to lend his utmost effort and in- 
genuity in making his theatre 
show. the maximum profit during 
the coming period, not only will 
he release the attention and time 
of his supervisors and seniors for 
the new task, but he will be do- 
ing his share in building up that 
huge manpower required for the 
rapidly growing organization, to 
his own definite benefit.” 


NEW THEATRES 
TAX MANPOWER 


(Continued from Page One) 
ever faced. 
_ In the new acquisitions, Pub- 
lix gets a great many “‘ace” show- 
men recruits. The manpower of. 
these will not be disturbed, but 
the job of quickly acquiring mu- 
tual aequaintanceship and smooth 
operation of policies and person- 
nel, will be a monumental one. 


It was with this thought in mind 
that Mr. Katz forewarned every- 
one last week against any letup of 
pressure during the forthcoming 
Summer. The personnel of the 
new acquisitions will be infiltrated 
with veteran Publix showmen, and 
the newcomers into Publix will be 
given opportunity to learn the 
methods of their new colleagues. 


The new additions inelude the 

Goldstein Circuit in Massachus- 
setts; The Commerford Circuit 
which has theatres in Pennsyl- 
vania, Rhode Island and New 
York; the Netoco Circuit which 
has theatres in Connecticut, and 
Massachusetts; the Reade Circuit 
in Pennsylvania and New Jersey. 
———————=_=—_=—_—_=——=—=[= 
the previous heating season, is 
located so that it may be used 
first, at the beginning of the 
next heating season. 
Inspect fans or blower sys- 
tems, in connection with in- 
direct radiation, making neces- 
sary adjustments, repairs or 
replacements. 

To properly inspect the parts as 
enumerated above, the manager 
in company with his operating en- 
gineer should make a complete 
survey, noting all matters requir- 
ing attention, and then take im- 
mediate action to have the con- 
dition remedied where necessary. 
Delay may not only be costly, but 
may cause serious interruptions in 


13. 


the operation of the theatre during 


the coming winter season. 


OUR BIRTHDAY PARTIES! 
May 9 to May 15— 


This week Publix Opinion congratulates the follow- 


ing theatre, which is celebrating its birthday anniversary 
with exploitation stunts. 


THEATRE. 
Grand 


TOWN 


Rutland, Vt. 


OPENING DATE 
May 10, 1910 
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SELLING “SUCH MEN ARE DANGEROUS” 


By GLENDON ALLVINE 
Advertising Manager, Fox Films 
(Not For Publication) 


“Such Men Are Dangerous” is Elinor Glyn’s first movietone love 

drama. There’s a good selling angle. 

Play up: / 
(1) Elinor Glyn. Celebrated author of “Three Weeks” and “‘It.’”’ As 
well known to movie fans as to the book-reading public. ‘Such 
Men Are Dangerous” is adapted from the sensational Cosmopoli- 
tan Magazine story of the same title. 

Love. “A sensational love drama by the woman who invented 

‘it’.’ Or: “And now Elinor Glyn tells you all about masculine 

Sree 

Warner Baxter and the beautiful Catherine Dale Owen. Miss 

Owen is now playing the feminine lead in “‘The Rogue Song.” 

The exchange set of stills contains some striking love poses. 

The general class of the production. The story is set against 

luxurious backgrounds of London society. The sets and costumes 

are magnificent. The fashionable wedding ceremony in the open- 
ing sequence is performed with all the pomp and splendor of the 

Church of England. The elaborate society bazaar is another 

scene of entrancing beauty. <A’ Bor eecue Cinderella ballet is in- 

troduced in this scene. 
‘What to avoid: 

(1) Don’t tell the story in too much detail. It concerns an ugly tyran- 
nical millionaire whose beautiful young bride deserts him on their 
wedding night. As part of a plan for revenge he disappears mys- 
teriously from an airplane while flying over the English Channel 
and is picked up by a launch. Under an assumed name he under- 
goes a plastic surgery operation and in his new guise of a hand- 
some dashing, young society man, makes ardent love to his own 
wife. His moment of revengeful triumph comes, but in the end 
he surrenders to her charm and beauty—and her love. (Don’t 
tell even as much as that. Stress the love angle in a general 
way, without telling the plot.) 

Don’t refer to its beingbased on the much-publicized Lowenstein 
case. 

Don’t play up Kenneth Hawks, the director, who was among those 
lost while filming the airplane sequence. The story broke the 
front pages of newspapers everywhere. No need to revive the 
public’s memory of the tragedy or to identify the picture as such, 

(4) Don’t play up Warner Baxter as the homely, repulsive, million- 
aire. The dual role makes superb drama on the screen. But 
straight heads of Baxter as his handsome, natural self will sell 
the tickets. 

It’s a big, lavish production. 
plenty of “‘it.”’ It’s smoothly staged and brilliantly ‘acted. 
going after with a real campaign. 
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SHORT REVIEWS OF SHORT FEATURES 


By LOUIS NOTARIUS 
Publix Theatres Booking Department 


PARAMOUNT j 

COME TAKE A TRIP IN MY AIRSHIP (6 min.) One of the cleverest 

Song Cartoons made to date. Will undoubtedly give 100% sat- 

isfaction. Moves fast, full of gags and entertains from start 

' to finish. A good subject as the closing number of a front 

show. 

‘TIDE RISES (9 min.) 

is superior to those that preceded it. Moves fast and sustains 

the interest with a dramatic story which is worked in to sym- 

bolize the movements of the running waters. If spotted right, 

will add both class and entertainment to program. / 
METRO 

BELOW ZERO (21 min.) Laurel & Hardy is synonymous with hon- 

est-to-goodness hokum comedy. In ‘‘Below Zero’’ they do not 

‘fail us. It is a laugh from beginning to end. To attempt to 

give a word picture of their antics is futile. All that can be 

said, is that the comedians portray a couple of street musicians 

playing and singing ‘In The Good Old Summer Time” in a 

‘blinding snowstorm. What they get in return is not hard to 

imagine! The subject may be booked blind but you'll not go 

wrong. All you need do is to advertise the names ‘‘Laurel & 

Hardy” and the result will be 100% entertainment. Sure fire. 

FIFTY MILLION HUSBANDS (20 min.) Imagine yourself ‘‘Charlie 

Chase”’ peacefully sitting in your apartment. Suddenly a knock 

is heard on the door and in comes a robust, sentimental indi- 

vidual who tells you that all that is dear to him originated in 

your furnished flat. He weeps at the changes made in the 

decorations and re-arrangement of furniture and has the ef- 

frontery to move things about to suit his own tastes. On top 

of that, in comes his estranged wife, who also goes thru the 

‘game procedure. Imagine yourself trying to console this brok- 

en-hearted dame when suddenly the husband pounces upon you 

from another room with accusations of vile intentions toward 

his wife. Well, if that wouldn’t get your goat, it got Charlie’s, 

who began to shoot ’em up, and, incidentally, awakened a funny 

Irish copper, who capers about frantically trying to detect what 

he thinks to be a murder. Well, that is the short and long of 

the story! It moves fast with its nonsensical hokum. A come- 

dy which will get many laughs and has definite elements of en- 

tertainment. Good for any house and will contrast well with a 
straight. dramatic feature. 

VITAPHONE 

367 6—AND WIFE (10% min.) A comedy with Frank Davis and Ber- 

nice Elliott. It deals with the domestic relationship of a di- 

vorced husband who is about to marry another girl. How he 

accidentally finds himself in a hotel room with his former wife 

and how a reconciliation is brought about, are cleverly por- 

trayed. Interesting dialogue and humorous situations make 

this an entertaining short subject. Somewhat different and 

should go over. f 

3740—CHRISTMAS KNIGHT (7 min.) A snappy short dramatic sub- 

ject with such old timers as Bryant Washburn, Helen Jerome 

Eddy and Charles B. Middleton. It is presented in. three scenes. 

Middleton is a crook who! overhears the love-making of a cou- 

ple, victims of Wall Street, but yet able to enjoy the xmas 

spirit. Another couple, rich in worldly goods, find Xmas boring 

because of their greed. for more wealth. The crook, after hold- 

ing up the latter, gives them a piece of his mind in a philo- 

sophie vein, takes their dough, and leaves it in the room of the 

poverty-stricken pair, with his greetings. Somewhat maudlin 

in sentiment but ee Will make a good subject for 


(2) 


It has class, color, sophistication and 
It’s worth 


Another Bruce Seenie which in many respects 


MANY LEADERS! 


ARE CREATED 
IN CAMPAIGN 


(Continued from Page One) 


tual figures attained in the various 
operations. 


Standings Revealed 


The manager of every theatre 
knows what his own figures are; 
what he does not know is how the 
result which he has obtained 
(whether he has exceeded his 
quota or failed to reach it) com- 
pares with the result attained by 
the other fellow with whom he is 
in competition. This the publica- 
tion of these figures will reveal, so 
far as the leaders are concerned. 

The published figures reveal the 


actual positions of individual the- 


atres, each within its own division. 
As a matter of general interest, 
and looking at the race as one be- 
tween divisions—which, of course, 
it is not—the figures as of April 
26th reveal Milton Feld’s division 
““A”’? as the leader by a slight mar- 
gin over J. Balaban’s Chicago and 
Detroit operations. J. B. Car- 
roll’s Ohio-Kentucky group was in 
third place at the date given and 
A. Mayer’s Central Division was in 
fourth. Fitzgibbon’s division, 
New York and New England, came 
fifth in the standing; and the 
Koerpel-Wilby Southeastern oper- 
ations sixth at the end of the first 
four weeks in April. These divi- 
sions were very closely followed by 
those controlled by Jules Rubens, 
Schneider, E. Ruben, Friedl, 
Walsh and Crabill in the order 
named. The closeness of stand- 
ings, from a divisional viewpoint, 
would indicate that each succeed- 
ing week will bring changes in 
this line-up. But as the contest is 
entirely for standings within the 
divisions, the real interest centers 
in the individual standings of the 
theatres and the districts, and 


-|these are shown in detail in the 


published list. 

It must be understood that the 
compilation of figures and the 
working out of standings in this 
national contest is indeed a huge 
undertaking. ‘This would be true 
for the many groups of theatres 
which in the aggregate total the 
huge number included in the Pub- 
lix circuit, even were it not a fact 
that in addition to the simple if 
lengthy task of compilation itself 
were not added the many special 
considerations which must be 
brought to bear before profit per- 
centages can possibly be worked 
out on an equitable basis. 

Impartial Comparison 

It is because of these many con- 
siderations that it is not deemed 
practicable to publish the actual 
figures at this time but to present 
instead standings based on the fig- 
uses at hand. The standings given 
are those as of close of business, 
April 26th, and include the four 
first weeks of the Second Quarter. 
Every effort has been made to se- 
cure a correct and impartial result 
in the estimation of every one of 
these relative standings. The man- 
agement must reserve the right to 
make corrections or changes in 
these standings as necessity for 
so doing becomes apparent. 

The desire to attain absolute 
fairness in arriving at results in 
this contest has been the determin- 
ing factor in this setup and has 
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SELLING ‘THE DEVIL’S HOLIDAY’ 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 
(Not For Publication) 


First, see the picture for yourself. 


you on how important it is. 


you’ve got, as it deserves, and 


Then nobody will have to sell 


Then you'll get after it with everything ~ i 


you won’t have a feeling after — 


it’s gone that your box office only got a part of what it should have — : 


had. 


“The Devil’s Holiday”’ marks the birth of one of the screen’s fore 


most dramatic stars. 


She’s none other than Nancy Carroll, hitherto ~ 
““Sweetie’’ and ‘‘Honey,’’ a former musical comedy actress. 
is amazing and unbelievable until you see the picture. 


Her work 
On the basis © 


of this picture, the studio is completely changing its plans with Ca 


She’s a big hit in musical comedy; but she’s so tremenously _ 


bigger in drama that hereafter she’ll be starred in dramas only 
That alone should give you a tip on the importance of ‘The Devil's 


Holiday’’! 


She was a revelation even to the studio! 


The picture was written and produced by Edmund Goulding, who 


wrote and produced ‘‘The Trespasser.”’ 


Trespasser.”’ 


It’s every bit as big as “‘The 


It has the same popular box office ingredients, the same 


uncannily real and gripping way of putting them over, the same type 


of down-to-earth dramatic story. 


This man Goulding has a remarkable ability to inspire player 


to heights you never thought they could touch. 


In addition to Carroll 


Phillips Holmes (leading man), Hobart Bosworth, James Kirkwood 
andl the others in the swell cast do work that will simply knock au 


diences off their pins. 


After seeing “‘The Devil’s Holiday,” the hard 


boiled lads who review pictures in the home office walked out of the © 

projection room stirred to the ends of their toes and handing out 

the kind of raves that only masterpieces get. x 
Getting this feeling over to the public is no cinch. MHere’s some — 


suggested copy: 


The dramatic high spot of 1930 has been reached! 


Holiday”’! 
“Sweetie” has grown up! 
ating as ever. 
truly great dramatic star. 
in a theatre before! 


“The Devil’ 


She’s sweet and pretty, flip and fascin 
But now she’s an amazing revelation as a serious an 
She’ll stir you as you’ve never been stirred — 
Come and get the treat of your life. 


Nancy © 


Carroll in ‘The Devil’s Holiday,’ written and produced by the man + 


who made ‘The Trespasser,”’ 


ia 


Hallie Hobart—big city manicurist—dimpled dynamite—profes 
sional good girl—pretty lady of prey—-men were her game and sh 


‘played them to a fare-thee-well—cynically, light-heartedly—saints and 


sinners alike—Good Time Hallie—then a young wheat millionaire fell ” 
for her alluring but caleulated smiles—and Hallie went after his — 
bulging pocket-book with a will—what’s the difference if she grabbed a 
his heart too—married him for a thrill and a fortune—but HE wa 
different—and, to her own amazement, so was she—what happene 
next ?—what blotted the wise smiles from Hallie’s pretty face?—what 
clutched her, robbed life of; its gaudy tinsel and made A WOMAN of © 
her?—-what’s this thing that has made NANCY CARROLL one of the © 
screen’s most gripping dramatic stars and started the whole natio 


talking about her new picture, 


“T won’t let you ruin my boy. 
never come back!’’ 


“come back’’ instead. 


“THE DEVIL’S HOLIDAY’’? 
and see and hear and enjoy the thrill of a lifetime! 


Le And she took it with a cynical laugh. 
gayety, millionaires, danced before her expectant eyes. 
On her knees. 


Come 


Go away aa j 
Paris, — 
But she did 
Begging for love. See th 


Here’s $50,000. 


amazingly new and greater Nancy Carroll in ‘“‘The Devil’s Holiday. 
Heaven in her eyes and a devil in her heart. 
If you like ‘‘The Trespasser,’’ you’ll rave about “The Devil's | 2 
Holiday,’’ written and directed by the same man and starring a new — 


and greater Nancy Carroll. 


Nancy Carroll.starts out like ‘‘Sweetie’? and ends up like Sarah 


Bernhardt. 


ES 


A picture so strong, so different, so heart-breakingly REAL that 


all the world will wonder! 

Exploitation: 
Day. Fourth of July. 
this ‘‘The Devil’s Holiday’’? 


Use various holidays on the calendar. 
Labor Day.. 


a 


Decoration — a 
Write in script after each: Is — 


a 


Avoid all pictures of devils, red and otherwise, in your advertis- — 


ing. They sell nothing, except mineral water. 


On the other hand, the a 


stills on this picture are particularly good. 


Sell Carroll—the new Carroll. 
“The Trespasser.”’ 


Above all, see the picture before you start to sell it, 


See the cast. Sell Goulding anda 


a 


ace erecta nese arena roe ae AACR ER NA RRR AN RATNER Ne é 


governed every decision made. Ev- 
ery contestant in the Publix circuit 
must get a 100 percent fair break 
—that is the one rule from which 
there has been no variation. 

“The month of April, generally 
speaking,’’ says Mr. Chatkin, again 
referring to the opportunities af- 
forded every element of man pow- 
er in these campaigns, “‘shows up 
about twenty-five percent behind 
anticipated results, in other words, 
just that much behind quotas, This 
deficit has to be made up and in 


addition to that we have to forge. 


ahead and establish profit income 
well in advance of the figures set 
and with which every theatre man- 


the holidays and should be used with a comedy feature as con- 
trast. 
3829—-THE SOUTH.SEA PEARL (8 min.) In this technicolor flash 
we find Gaston Glass in the role of a lover. The scene is a 
South Sea dance hall. With this as background, we find a 
beautiful dance hall girl risking her life to save a pearl diver 
and his pearls. Charlotte Merriam assists Glass in the dra- 
matic moments, while a score of dancing girls, musicians, and 
natives serve the music. The coloring is unusually good 
and aids materially in the presentation of a subject which will 
give first class entertainment. May close any front show. 
PATHH 
FOWL & FUN (10 min.) A Sportlight with David Newell— 
the famous writer and hunter. It portrays the hunting of 
quail and turkeys in a most realistic manner. With the dense 
woods as background, we see the lovers of nature rising early 
one morning and going out with the dogs to get their breakfast. 
The details portrayed in ten minutes are an interesting lesson 
in the art of catching this palatable food. The scenic beauty 
plays an important part in holding the attention. A worth- 
while novelty on any program. 


FISH, 


ager, district manager and division — 
officer is thoroughly familiar. é 
Hard Work 

“The greatest ingenuity must be 
displayed in order to attain th 
result, It will not be accomplish- — 
ed without hard work! Again [I 
say, that out of this necessity, 0 
of this great call for constructiv 
leadership we will get new cap-— Bt 
tains—and new generals, too, for 
that matter—to blaze the way in 
the onward march of progress 
upon which Publix Theatres cir- 
cuit is so definitely and irresistibly — 
launched. 4 

“T think it is only right that at — 
this time I should repeat a warn- 
ing which was voiced at the con- 
vention in Chicago and which pe 
haps has not been sufficiently e 
phasized. I refer to the dang 
of misrepresenting profits through 
the manipulation of accumulative 
expenses. All bills must be paid! 

“Unpaid bills will not only dis- 
qualify the manager of the the- © 
atre which has accumulated such — 
debts, but will disqualify as well 
the district manager under whom 
that theatre operates. It therefore 
behooves both managers and dis- 
trict managers to definitely ascer- 
tain that current bills are paid — 
weekly —and regardless of the — 
showing of the theatre for the — 


| week, whether it be over or under 


the profit line.’’ 
Standing of theatres will be — 
found on the opposite page. 


CHICAGO AND DETROIT 
JOHN BALABAN 


. CLA SS “A” THEATRES 


Cou Sapwone 


TOWN THEATRE 
Detroit ........ »...Michigan 
UTS 60(1) | ler ae naar Adams 
MeLroits foie Ce ee Tuxedo 
MGOFOMG Sc Vcccelice che b's Alhambra 
Detroit ........ Birmingham 
Detroit RAR a eae wi Soe Redford 
Chicago .......... Roosevelt 
MONICA SO ee OS ace Tivoli 
OHICALO foe ecg en ee Uptown 
NICAL OS sree cisie ss Chicago 
Chicago ......... MeVickers 
Detroit ......... Royal Oak 
Chicago ..... United Artists 
Detroit ...... United Artists 
Chicago: .:......... Paradise 
CULO 200. b5k aes ete Fisher 
GHICALO Ke i ces cee Regal 
Detroite... 0 605 Riviera 
RE ON 2 ions so sts Annex 
WELTON. 56 oe si0.S she caer State 
Chicago .......... Oriental] 
MIGLCOM fe oo ks elarde Ramona 
ONICaSO. 56 Sees Marbro 
Chicago .......... Granada 
Detroit ........... Century 

Paramount 


Detroit ........ 


CLASS “B” THEATRES 


COU TP MPN 


TOWN THEATRE 
Chicago .......Central Park 
Chicago ccc. 6 ee els Century 
Chicavon. essence Maryland 
Chicavore 4 <eienise8 Varsity 
Chicago ......... LaGrange 
Chicago eee Berwyn 
CHICHEOP SS wiaiw sk oe oe Crystal 
Chicago 3.5. eee jee State 
Chicagve >. 20.58% Congress 
Chicago ......... Harding 
Chicago} .2 505.003 Belpark 
Chicago eis co er8 nese Covent 
Chicago). ons Tower 
Chicago ......... Norshore 
Chicatoi oi e.. ice - Riviera 
Detrorts? e653 5 Se Madison 
Ohiéaeoc soe ps Senate 


DISTRICT STANDINGS 


Chieago...E. M. Glucksman 

Detroit....... H. Lustgarten 

Chicago........ L. H. Dally 

Detroit ...... W. Immerman 

Chicago......... N. M. Platt 

Chicago....... Cc. F. Strodel 
? : 


WESTERN & PACIFIC COAST 
RALPH CRABILL 


SS Sate es 


ete et tes 
CWI STP wnNe 


Cortnnemewhye 


eal 
2 


CMBNIATIRwWNe 


Miami Beach... 


CLASS “A” THEATRES 


TOWN THEATRE 
Salt Lake City.. Paramount 
Greeley ........... Sterling 
BBOTN Give pte. creas 9's sc Pinney 
Ogden ..... ... Paramount 
Salt Lake City...... Victory 
Mywane Pals: 3.0. cece Idaho 
PPMOWIO a. esis ee Colorado 
Colorado Springs..... Rialto 
Salt Lake City...... Capitol 
Los Angeles...United Artist 
Cheyenne ...... Paramount 
Los Angeles.... Paramount 
Colo. Springs... Paramount 
PYOVO 38 228.3. Paramount 
Grand Junction..... Avaion 


.St. Francis 
Paramount 


San Francisco.. 
San Francisco. . 


18 
19 
20 
21 


ooh = Hom De 


i 


San Francisco. California 
Portland ...... ' Paramount 
Seattle ........ Paramount 
Idaho Falls..... Paramount 
CLASS “B” THEATRES 
TOWN THEATRE 
Ogden .......... Orpheum 
Greeley -..........+6-. Rex 
Boise Aer ee see Granada 
Grand Junction...... Mesa 
Portland: 2.4.5 oc 32 Rialto 
Cheyenne .......... Strand 
DISTRICT STANDINGS 
Salt Lake City....H. David 
Colorado....... Cc. C. Woods 
Los Angeles & S. Fr., 


Cc. E. Kurtzman 
Seattle & Portland, R. Blair 


DIVISION “A” 


M. H. FELD 


CLASS “A” THEATRES 


TOWN THEATRE 
Buffalo ....... Hippodrome 
Brooklyn .:.... Paramount 
New York .......... Rialto 
New York...... Paramount 
PVG WEY OFM 23006 bara eats Rivoli 
Syracuse ...... Paramount 
Kansas City...... Newman 
MSU AIO in bie a ce ele Buffalo 
MBUIESIO 22) % ss v's 0 uit,l0 Century 
4X00) (2: (er Paramount 
WCHVED (6:5 bs cect ee Denver 
Rochester ........ Eastman 
CLASS “BY” THEATRES 
TOWN THEATRE 
Springfield . Paramount 
Buffalo ........ North Park 


Kansas City....... 


Electric 
Niagara Falls..... Bellevue 
Buffalo ........ Kensington 
Buffalo... ee Seneca 
Rochester ......... Regent 
Pua hs eters Bailey 
Toledonc.. 3s: ¥ Sev Princess 
Joplin Ses Paramount 
Dever epee Se otae Rialto 
Kansas City......... Royal 
Rochester ....... Piccadilly 


DISTRICT STANDINGS 


Metropolitan—N. Y.. 

E. T. Leaper - 
Buffalo ......... V. McFaul 
Denver......... L. J. Finske 
Northern “‘A’’..C. C. Perry 


SEABOARD 


JOHN FRIEDL 


CLASS “A” THEATRES 


THEATRE 
. Community 


TOWN 


West Palm Beach...Kettler 
Augusta ......... Modjeska 
Montgomery . Paramount 
Daytona Beach..... Florida 
Miami: 055 6d ees , Olympia 
Anniston ...........-- Ritz 
BVELANTE co (ecis <i. bate ce Fairfax 
Macon)... cee Rialto 
IEA CORY 3 secs 8-4 3 0 ee Capitol 
Miami ........ Hippodrome 
PRAWN D. : sia iaie wie «556 © Tampa 
West Palm Beach...Areade 
Jacksonville ....... Florida 
Lakeland ............ Polk 
Augusta ......... Imperial 
Montgomery ....... Empire 
St. Petersburg..... Florida 
Birmingham ..... Alabama 


20 
21 
22 
23 


CorA gtrtwWhe 


1 
2 
3) 
4 


Pampas at, oa esse cs Strand 
Birmingham ....... Strand 
Atlanta .........Paramount 
Wtlaiita. «slic sense Georgia 
CLASS “B” THEATRES 
TOWN THEATRE 
Miami ect icccee Fotosho 
Pampa. easels 3 Franklin 
Tampasji\. osc wee tc6 Seminole 
Little River........ Rosetta 
West Palm Beach...Stanley 
Montgomery ....... Strand 
Daytona... 66.2 Vivian 
Birmingham ........ Galax 
Lake Worth........ Oakley 
DISTRICT STANDINGS 
South Florida...J. L. Clark 
North Florida, C. G. Branham 
Georgia ......... E. Rogers 
Atlanta..... W. C. Paterson 


ee 


_ |SOUTHEAST & N. CAROLINA 


J. A. KOERPEL—R. B. WILBY 


| CLASS “A” THEATRES 


TOWN THEATRE — 
ale Sse ale aes oes Palace 
Winston-Salem ... Carolina 
Asheville ........... Plaza 
Charlotte ........ Imperial 
Raleigh ............. State 
WalSOn =. 5 iu) he Wilson 
High Point..... Broadhurst 
Columbia ...........-- Ritz 
Chapel Hill....... Carolina 
Chattanooga ........ Tivoli 
Greensboro ....... Carolina 
Greenville ........ Carolina . 
Columbia ........ Imperial 
Salisbury ........... Capitol 
Durham ...........: Rialto 
Winston-Salem ... Colonial 
Johnson City...... Majestic 
Spartansburg... Montgomery 
Charlotte ....../. Carolina 
Knoxville ......... Riviera 
Asheville ........ Imperial 
Fayetteville ...... Carolina 
Spartanburg ....... Strand 
Hendersonville ........ Rex 
Durham ..........+. Paris 


26 
27 
28 
29 
30 


CWCaOAIATP Whe 


1 
2 
3 


SUMPTER oe aacus eos ae Rex 
Anderson .......... Strand 
Jackson ............ Lyric 
Greensboro ...... National 
Knoxville ........ Tennessee 
CLASS “B” THEATRES 
TOWN THEATRE 
Fayetteville ..... Broadway 
Chattanooga ........ State 
High Point....... Orpheum 
Knoxville .......... Strand 
Raleigh 2s. ceks os Capitol 
Salisbury ......... Victory 
Darna: 68s Savoy 
Greenville ....... Egyptian 
High Point..... Paramount 
Johnson City....... Liberty 
Greensboro ....... Imperial 
Johnson City..... Criterion 
Knoxville ........ Majestic 
Charlotte ....... Alhambra 
Asheville -........+. Strand 
Columbia °:..0 00 Rex 
DISTRICT STANDINGS 
Wilby-N. C......M. S. Hill 
Carolina....... Cc. W. Irvin 
Tennessee Hardy 


ee « H. 
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NEW YORK & NEW ENGLAND 
J. J. FITZGIBBONS 


CLASS “A” THEATRES 44 Boston ........... 
TOWN THEATRE 45 New Bedford...... Olympia 
1 Salem ......... Paramount CLASS “BY” THEATRES : 
2: Allstoncics. aie eer Capitol TOWN THEATRE 
3 Dorchester ...,..... Strand 1 Framingham ...... Gorman 
4 Worcester ......... Capitol 9°° Alistons $040.2 oc ee he Allston 
5 Gloucester ..... North Shore 3 alemes uk Bory toe Salem 
; 6: Barre. acs tac sci ee Park 4 ‘Dorchester ..... Codman Sq. 
O Marthord (3 ts ae Allyn 5 Haverhill ....:... Colonial 
8 Rockland ............ Park 6 Pawtucket ....... Imperial 
9 Ban @ On iss cns.c cis eons lois Bijou Te Bangor 6oasie ia ees Park 
10 Rutland .........¢. Strand 8 Westbrook ........+.. Star 
11 Bangor ....... Opera House 9 Waterville ........... City 
12 Houlton ...2..-.... Temple 10 Rutland ............ Grand 
13 Dover ...-....--... Strand 11 Poughkeepsie ..... Stratford 
14 Haverhill ...... Paramount 12 fa eae aes ae Broadway 
15 Rockland .......... Strand 13 Bangor ........... Graphic 
aD> ENING ae rs Paramount 44 Ft, Fairfield.......... | Park 
17 Poughkeepsie .... Bardavon 15 Springfield ...... Broadway 
18 Bath ........-. Opera House 16 Gloucester ......... Strand 
19 Yonkers |...)......5. Strand 17. Barre, Vt...:...:.- Magnet 
20 Newport, R, I...Paramount 8 Newbureh Seats, Broadway 
21 Waterville ......... Haines 19 Portland ........... Maine 
22 Biddeford ......... Central 20 Gardner, Mass.....Orpheum 
23 Lynn ...-+--+-++- Olympia 91 Dorchester....Fields Corner 
24 Brockton .......... Strand 22 Newport ...... .... Strand 
Zo Newburelt in: +7 Academy 93 Pittsfield ......... . Strand 
26 Pawtucket .......-. Strand 94 Dover ..........+++- Lyric 
Zi Mama Re ars Central Sq. 95 Lowell ..........+-- Rialto 
28° Woonsocket i... Stadium 96 New Bedford....... Capitol 
29 Boston ....... Metropolitan 97 Brockton .........-- Rialto 
a camer sarees aa Strand 98 Boston ........-. Scollay Sa. 
3 ew aven.... aramount e é 
32 Framingham ....St. George DISTRICT STANDINGS 
383 Needham ...... Paramount 1 West Mass. & Vermont, 
34 “Lowell a tiens eee. Strand H. Chatkin 
35 - No. Cambridge.... Harvard 2 Suburban Boston, F. Hookailo 
36 Portland ........... State 3 N. Y. State...M. Shellman 
37° Gardner .2... 0.52 Uptown 4 Vt, N. H. & Maine, 
88 Boston..Wasth, St. Olympia A, J. Moreau 
39 Ft. Fairfield.... Paramount 5 Conn. & Mass....G. Cruzen 
40 Chelsea .........- Olympia 6 North Shore..W. E. Spragg 
41° Lowell ....... Merrimac Sq. 7 Suburban Boston & R. I., 
42: Portland .......6. 5 Strand R. M. Sternburg 
43 Boston ..........- Fenway 8 Downtown Boston, E. A. Zorn 


GREAT STATES & INDIANA 
J. J. RUBENS 


CLASS “A” THEATRES 2 Woliet,: WN. s. seco Orpheum 
TOWN THEATRE 3 South Bend, Ind....... State 
1 Harvey, Ii......... Harvey 4 Quincey, Ill......... Belasco 
2. Michigan City, Ind...Tivoli 5 Peoria, Ill......... Lyceum 
3 New Castle, Ind....Princess 6 Bloomington, Tll..... Castle 
4 South Bend, Ind...... Colfax Tc CONIA SG Mila cvuze ia te sec Rialto 
5 Bloomington, Ind...Princess 8 Chicago Heights, Ill., 
6 Richmond, Ind....... Tivoli Washington 
7 Waukegan, IIll..... Genessee 9 . Wheaton, Ill... Paramount 
8 Blue Island, [ll........ Lyric 10 Danville, Ill........ Terrace 
9 Quincy, Ill..... Washington 11 Alton, Ill.....« Hippodrome 
10:> Gary, Ind... . 00... ¢. Palace 12 Streator, Ill.......... Lyric 
110 Aurora Ul. cic. oe Tivoli 13 Spring Valley, Ill....Valley 
12 Bloomington, Ill....:. Irvin 14 Peoria, Ill........... pollo 
13 Deeatur, Ill. rpuincoDe Sq. 15 Blue Island, Tl....... Grand 
14 Kankakee, Iil.. Majestic 16 Joliet, Tll............ Crystal 
15 Elgin, Wess 5.0. rocker 17 Quincy, Ill........ Orpheum 
16 Muncie, Ind......... Rivoli 18 Bloomington, Ill... Majestic 
17. Anderson, Ind....Paramount 19 Gary, Ind........ Broadway 
18 Streator, Ill......... Plumb 20 LaSalle, Ill......... La Salle 
19 LaSalle, Ill........ Majestic 21 Danville, Ill......... Fisher 
20 Galesburg, Ill..... Orpheum 22 Kankakee, Ill......... Luna 
21 Peoria, Ill......... Madison 23 Richmond, Ind........ Ritz 
H“29° Alton; Whe. ob soto s at Grand 24 Waukegan, Ill.... Academy 
23 Fotiet sy Wiles case schetre Rialto 25° Aurora, TI. 4 0). s/c v0 s,s: Fox 
24 Kewanee, Ill....... Peerless 26 Muncie, Ind......... Strand 
25 Kokomo, Ill........... ‘Sipe 27- Rockford, Ill...... Orpheum 
26 Chicago Heights, IIl., 28 Anderson, Ind...... Riviera 
Lincoln Dixie 29 Joliet, Ill.......... Princess 
27 Rockford, Il... Coronada 30 Gary, Ind............ Tivoli 
28 Bedford, Ind..... Lawrence 31 Michigan City, Ind., 
29 Danville, Ill......... Palace Starland 
30 E. St. Louis, Ill....Majestic 90 loin, Ths ie sien seus Rialto 
31 Marion, Ind.... Paramount DISTRICT STANDINGS 
32 Crawfordsville ..... Strand 1 North. Ind.....L. St. Pierre 
33. Huntington, Ind....Jefferson 2 South. Ill....H. Stickelmaier 
CLASS “B” THEATRES 3 North. Ill.........R. Rogan 
TOWN THEATRE 4 South. Ind........ G. Martin 
(Peoria, Hl... 3... ... Palace 5 Central Ill.....T. P. Ronan 


CENTRAL | 
ARTHUR L. MAYER 


CLASS “BY” THEATRES 


CLASS “A” THEATRES 


TOWN THEATER 5 SOW re pala 
1 North Platte......... Keith > W, ce DIGS ie einis Palace 
2° Sioux: City. 2... 2. Capitol SLL AA Goa oa I # ne 
& Prenton: oc ko Empress 3 Des Moines......... Stran 
4 Des Moines..... Paramount 4 F ph ate Ce ee Absa 
5 Hastings .........-. pivot: eee Seana ice pene y 
6. Fairbury **" Bonham Mette aaa ie ease Maes 
7 Kearney .........-: World 4 Sh sale Beeps te Ganiea 
8 Davenport ......... Capitol 9 Etnies wht he ae Fe Stand 
' 9 Waterloo ...... Paramonut 10 Marshalltown ...... Strand 
10 Grand Island....... Capitol 11 Des Moines........ Garden 
11 Missouri Valley..... Rialto 12 Des Moines......... Palace 
12 New torr ch nese a Capitol " pap ib eo Maiae Swan 
13.) Nomulle $2450 se: Granada Nahe ce tien nrg a cieess 
14 Council Bluffs... Broadway 1@ Omaha svressss. 2111 State 
15 Columbus ....... Columbus 17 Waterloo... scan Strand 
16 Rock Island..Ft. Armstrong 18 Sioux City........ Princess 
17 Moline .......... LeClaire 19 Beatrice ..........+. Rialto 
18 Marshalltown ...... Casino DISTRICT STANDINGS 
19 Beatrice ............ Rivoli 1 Centr. Nebraska, V. Gettier 
20 Cedar Rapids....Paramount 2 Sioux City..... L. Richmond 
21 Des Moines...... Des Moines 3 Tri-Cities. ..... H. D. Grove 
55:-Omaha Pirainodnt 4 Central Iowa.. .A. G. Stolte 
23 Om: ease 5 Des Moines......... J. Roth 
Malia 5, ussite eaassche World 6 Omaha .......... C. Pincus 


Omaha 


OHIO AND KENTUCKY 
J. B. CARROLL 


CLASS “A” THEATRES CLASS “B” THEATRES 


TOWN THEATRE TOWN THEATRE 
1 Youngstown . Paramount t. ‘Warion, Ohi Mari 
2 Marion, QOhio........ Palace none Ls cheesy epee agay 
3 Lexington, Ky.... Kentucky 2 Lexington, Ky........ State 


Uptown 


- 
re) 


HOW THEY STAND IN THE BIG CONTEST! 


CUMULATIVE, FOUR WEEKS, TO Aeote 26th 


“SOUTHWESTERN 
_L. E. SCHNEIDER 


CLASS “A” THEATRES 


TOWN THEATRE 

Pe vAuma rile Goss oh ees woes Fair 
2 Breckenridge ........ Palace 
Se GO WACO Neg. weeks . Orpheum 
A AUSTIN i'as3- gine © dee Majestic 
5 Abilene .......... Majestic 
6 San Antonio......... Texas 
EP ason wih ects Wigwam. 
8 Harlingen ..........Arcadia 
QE AVRES acre uh Sos eve eve chant Nile 
10 Wichita Falls..... Majestic 
11 Fort Smith........ ... New 
AZ Dallas. Gites ety seas Palace 
13 Phoenix ............ Rialto 
14 Phoenix ......... Orpheum 
15 Houston ............ Kirby 
16 Amarillo .......... Mission 
17 Temple ........... Arcadia 
18 Weslaco ............. Ritz 
19 Galveston .......... Queen 
20 Denton ............ Palace 
21 McAllen ...:....... Palace 
222 BI Paso. ota va a Ellanay 
23 Corsicana .......... Palace 
24 SF to Smiths ecaaews Joie 
25 Wichita Falls....... Strand 
26° Mexia’ io. ei. National 
27 . Winslow ........... Rialto 
28 Brownsville ....... Capitol 
29 WOO rises obi Waco 
Bi Veuen 4 0) G na iarns, Paneeea ns ras Criterion 
Sass Verantay svi se eis wesc Yuma 
32. Ft. Worth... 25.85. Worth 
83° Tyler Soo. s eee Areadia 
94%. TiresOne yee ties Rialto 
BD ALIAS Se cle ote w aleieke Melba 
BOL PPALIS Sei oy one sel wren excises Plaza 
37 Denison .......... ... Rialto 
88 San Antonio......... Aztec 
39 Brownwood ......... Lyric 
AO Avis tines sce sca as Hsoke Queen 
41 Houston ..... Metropolitan 
42 Chickasha .......... Rialto 
AS te ViGTNON Oooo oes Vernon 
44 Tucson ....... Opera House 
45 Casa Grand..... Paramount 
46 Ranger 0eec ees Arcadia 
AT. Dastlatid oi oso. Ss ses Lyric 

CLASS “B” THEATRES 

TOWN THEATRE 

Lo Amarillo. a3 Rialto 


PPR ROW WWWWWWAWWNNNNNNNNN WE ee et eee et ee ; 
DOO MAO WN HSOSDIAMAWN HE SOSDIATRWNHOODIAAIP ON 


SODIBDUP WHE 


i 


Mesa sian a cue Majestic 
Wiacor 820.680 icine ex 
Harlingen .......... Rialto 
Corsicana ..:....... Grand 
Mercedes .......... Empire 
Abilene: ys cee ee Rex 
Wichita Falls........ State 
Brownsville ....... - Queen 
Denison ..........0+0- Star 
Mexda™ 2026. peice ety Palace 
Phoenix: 5. 2.2 ke Amuzu 
Dallas ...........+ Areadia 
Breckenridge ..... National 
d Wid (os meee par ER Majestic 
Rangers eis aes Liberty 
Houston ........... Queen 
Galveston ........ Tremont 
Chickasha .......... . Kozy 
Wichita Malis: se. ihe 3 Gem 
Tyler Pa Queen 
Phoenix ........... Strand 
Dallasye sie vcs ks oe es Old Mill 
Ft. Worth.......... Paiace 
Phoenix .......... Ramona 
Brownwood .......... Gem 
Abilene ............ Queen 
Albuquerque ...... Mission 
Temple oo vn yey esc ‘Bell 
Chickasha ........... Sugg 
Denton .......... Dreamland 
Corsicana... 2.06. 6). Ideal 
WikeOus sa ede as Strand 
Parison s ces w seneee ite Grand 
Somerton ....... Somerton 
San Antonio......... State 
San Antonio........ Rialto 
Vernon ......... Pictorium 
McAllen ........... Queen 
Be Pasoe nosis scene Palace 
Brownsville ......... ’ Texas 
WAGON ose eeeete = Palace 
DISTRICT STANDINGS 
Texas Key..... A. W. Baker 
West. Texas...T. W. Erwin 
New Mexico... Piece Cc. B. Stiff 
AMUZE. foo eS os H. Nace 
Valley: ........ T. B. Noble 


Mid. Texas, W. E. Drumbar 
Central Texas..J. O. Cherry 


Special ......... C. Sasseen 
North Texas....G. Campbell 
Oklahoma 


B anetece eae vA. Lever 


CLASS “A” THEATRES 


TOWN THEATRE 
ie Shreveport)... s.). 55. Strand 
2°" Jackson \.. 3.0 Majestic 
3? Ope 34s .... Saenger 
4<Mobilé=. foe. ue... Saenger 
5 Greenwood ..... Greenwood 
6 Greenville ........ Saenger 
7 New Orleans........ Tudor 
8 Alexandria ....... Rapides 
9 Clarksdale ........ Marion 

10 Monroe ........... Saenger 
Li Gulfport 3. i rs Strand 
12 Shreveport ....... Majestic 
13 Baton Rouge..... Columbia 
14 Jackson 02s ee es Century 
15 Meridian ...Saenger Temple 
16. Mobile... aa hes Lyric 
17 Vicksburg ........ Saenger 
18 Pensacola ........ Saenger 
19 Hattiesburg ...... Saenger 
20 Natchez ...... Baker-Grand 
21 Texarkana ....... Saenger 
22 Pine Bluff........ _ Saenger 
23 New Orleans....... Strand 


SAENGER 
GEORGE WALSH . 


24 
25 


WoOnNAagnr whe 


Saenger 


Biloxr {seesaw 
New Orleans...... Saenger 
CLASS “B” THEATRES ~ 
TOWN THEATRE | 
Texarkana ...... ... Strand 
Meridian .......... Strand 
Hattiesburg ........ Strand 
Monroe ........... Capitol 
Jackson .......... Istrione 
Gulfport ........ Anderson 
Alexandria ....... Saenger 
Baton Rouge..... Louisiana 
Pensacola .........1.-. Isis 
New Orleans........ Globe 
Milo xiseac sec Aes oe Gaiety 
Vicksburg .......... Alamo 
Mobile ............ Empire 
Mobile ............. Crown 
Shreveport ........ Saenger 
DISTRICT STANDINGS 
Delta...... C. W. Greenblatt 
Tri-State, A. R. Cunninghax> 
Gulf Coast....... R. Montiei 
To RL nger es eo uberares W. Richardson 


Louisiana....... M. F. Barr 


FINKELSTEIN & RUBEN 
E, R. RUBEN 


CLASS “A” THEATRES 


TOWN THEATRE 

1 Northfield .......... Grand 
2 Minneapolis ...... Uptown 
B.) HID DING es. sian es ee State 
4 Fairmont’........ Nicholas 
N5-- Virginia ssc. 3 3 Garrick 
G6 AMIN OE 3S o eK ina sae oe ‘State 
i Goren Dik LTE | Waneescrer aiacaraeaeee Garrick 
8 Faribault ...... Paramount 
9 Minneapolis ......Minnesota 
10 Madison ............ Lyric 
TE Baron: es sects aes Huron: 
12 Superior .......... Peoples 
18 Aberdeen ......%... Capitol 
14 Mankato ............ State 
15 ‘Eau Claire........... State 
16 Austin ........ Paramount 
17s StasPauls wets Uptown 
18. Grand Forks........ Grand 
£92. Duala oe ihe es) ee Lyric 
20 Mitchell ..... Metropolitan 
21 Sioux Falls.......... State 
DO WWANVONA .-o sete tia nie ccs eer State 
23 Rochester ...Chateau Dodge 
24: Duluth... «2c bee Lyceum 
25 Brainerd ...... Paramount 
26 Moorhead ... Moorhead 
27 Minneapolis ........ Grand 
28° “WaseCa. eiciintc ce State 
29° St, Baul aN sons Tower 
30 Superior ........... Palace 
31 St. Cloud......... Sherman 
32, St. Paul..... Sreescier? Riviera 
33 Watertown ....... Colonial 
34 Bismarck ...... Paramount 
35 Minneapolis ......... Aster 
36. “Parco: . gcc. ccc we eee Fargo 
87 Eveleth ..........-. Regent 
38 St. Paul........ Paramount 
39 Minneapolis ......... Lyric 
40 Minneapolis ...... Century 
AV Bareo 3o0 We ee State 
42 Minneapolis ......... State 

CLASS “B” THEATRES 

TOWN THEATRE 

1 Superior .........--- Savoy 
2 Hibbing ............ Garden 


StiPauly eeu aacet Park 
Mankato ........... Grand 
Minneapolis ...... Lyndale 
Virginia foo. oa State 
Minot ee esses ea hog Strand 
Sioux Falls....... Egyptian 
Minneapolis ...... Nokomis 
Sti Pale Oe. Alhambra 
Sto Panle acces aoe ‘Dale 
Minneapolis ........ Rialto 
Mitchell ............ Lyric 
Minneapolis ...... Granada 
Fairmont .......... Strand 
Rochester ........ Empress 
- Minneapolis ....... Loring 
Winona .......... Winona 
Watertown ......... Lyric 
Sten Baw) fae si oihete St. Clair 
Eau Claire...... Wisconsin 
Aberdeen Himer ageless Orpheum 
Pate ciate eehecs Garrick 
Ste aa ev cceleie ace Capitol 
AUSTEN So Rss oes See State 
Minneapolis ...... Empress 
Rochester ......... Lawler 
Duluth secs 8 _ Sunbeam 
Ste Clouds yo. kG Grand 
Minneapolis ........ Arion 
Minneapolis ..... American 
St. Pauls <. 3... _... Shubert 
Minneapolis Homewood 
LOTi UR | cece area iar seer ae Stran 
MEN OG cots cts ejesiers Orpheum 
Minneapolis ....... Unique 
Sioux Falls....... Orpheum 
Duluth ..... Dike s aasis Aster 
PRON yee ciel elec he Bijou 
Fairbault ........... .. Sun 
Aberdeen ........... State 
St. Paul............ Strand 
Ste Paulicyes sees Faust 


DISTRICT STANDINGS 


North. Minn...A. L. Anson 
South. Minn., H. B. French 
South Dakota\...A. Abelson 
Central Minn..E. C. Prinsen 
North Dakota...... R. Niles 
Twin-Cities....E. A. Smith 
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DISTRICT MANAGERS SESSION NEWS! 


SEE OVERHEAD|Promotion Policy\WELFARE AND 


BARRY OUTLINES ECONOMIES 


AND BENEFITS 


OF SYSTEM TO 


GROUP OF FIELD EXECUTIVES 


One of the most impressive of the current sessions of district man- 
agers in the Home Office was devoted to a discussion of “‘The 
Economies and Benefits of .Circuit Operation’”’ by John F. Barry. 

“In order for you to fully appreciate how much more profitable a 
theatre operated by circuit management should be than the same thea- 


tre operated independently, I shall, 


show you just what the independ- 
ent management would have to 
do if deprived of the_ services 
made available 
for him by cir- 
cuit operation. 
“The state- 
ment has been 
made that cir- 
cuit operation 
limits the indi- 
vidual man- 
ager’s initia- 
tive, ingenuity, 
and originality. 
Some kind of 
‘mysterious red- 
tape’ is sup- 
posed to tie his 
‘| hands and stop 
his. thinking. 
H] The fact of the 
matter is that 
countless de- 
tails and wor- 
ries are taken from his shoul- 
ders so that he can really give 
more time to the important es- 
sentials that make a theatre prof- 
itable than he could give if he 
operated independently. The 
points I want to emphasize are 
how much more time is made 
available for the real essentials of 
operation because of the assistance 
given and also, that the services 
-available should be utilized to the 
fullest, if the advantages of circuit 
operation are to apply.’ 


Expert Knowledge 


a Mr. Barry then took up in turn 
the functions of each Home Of- 
fice and District department, in- 
dicating how they save the man- 
ager’s time by clearing details for 
him, He then took up each of 
the services available for, the cir- 
cuit manager, indicating how 
many specialized experts give the 
manager access toa information 
which no one man unaided could 
be expected to know. If a par- 
ticular theatre is not profitable 
with all the added service that a 
circuit makes available, then test 
the individual manager. 


“The circuit can not be expected 
to think for the individual man- 
ager—it can not be expected to 
do his work! It takes countless 
details off the shoulders and 
makes available for him countless 
services—after that, the results 
depend on him. Can he think out 
the problems of that particular 
theatre—does he know his com- 
munity so that its preferences are 
applied to decisions on programs 
and other details of operation— 
~ can he analyze product and sell it 
to that community effectively be- 
cause he knows that community 
and he knows that product—can 
he apply sound business sense in 
determining upon expenditures— 
does he call for each of the serv- 
ices which I have mentioned and 
use them to best advantage at his 
theatre? 

Initiative Encouraged 

“Tf not—the fault lies with 
himself. With all the encourage- 
ment given by this circuit for in- 
dividual initiative by the manager 
and with all the latitude accorded 
him, any restriction placed on 
what might be termed the ‘‘show- 
manship of the particular thea- 
tre’ is a restriction due to the 
manager’s own limitations. Point 
this out to your managers. Some 
of them may be kidding them- 
selves that someone else is sup- 
posed to do their thinking for 
them.’’ ; 

Mr. Barry then asked for opin- 
ions to the contrary. There were 
none. It was unanimously agreed 
that every theatre in the terri- 
tories represented should be more 


John F. Barry 


profitable under circuit operation 
than under independent operation. 
Mr. Barry then qualified his propo- 
sition as it applied to some very 
small theatres in towns of 2,000 
or 3,000 where an independent 
operator, employing the members 
of his family in the box office and 
in the booth, and operating two 
or three days a week, presented 
conditions which would not apply 
to the general discussion. 

“Why then are some theatres 
not profitable? ‘The circuit man- 
ager may not be driven by the 
sheer necessity of eating regularly 
to apply that intensity of effort 
which has been responsible for de- 
vising many of the novelties in ad- 
vertising and program building 
with which you are familiar. He 
may be lulled by some false securi- 
ty that his salary check will ap- 
pear regularly no matter what he 
does. This false security kills the 
incentive that makes a _ theatre 
profitable. Such men don’t belong. 

. Incentive Offered 

“Tf the individual manager in 

circuit operation doesn’t want to 


put the same effort into his work 


that an independent operator 
would, plenty of men can be got- 
ten who will. With the company’s 
record of .advancements and- pro- 
motions, there is plenty of incen- 
tive for any manager to exert an 
effort and to acquire a knowledge 
of the essentials of the business 
that will make his operation prof- 
itable. 

“Tt remains for you District 
Managers to see that that effort 
and that, knowledge exists—to see 
that all the advantages of circuit 
operation as indicated are applied 
—that your managers use all the 
time that is made available for 
them as it should be used — to 
think out their own particular 
problems and not sit back in false 
security or kid themselves that 
circuit operation limits © their 
thought, their advertising, their 
ingenuity, or their showmanship,” 


BARRY COVERS 
COMMUNITY 
ANALYSIS 


Community analysis was the 
topic for discussion by John F. 
Barry at one of the district mana- 
gers’ meetings last week. 

No one man can analyze the 
changing conditions which affect a 
thousand different theatres,’”’ Bar- 
ry said. ‘‘The job must be accom- 
plished for each individual theatre 
by a man who is on the ground 
assisted by the advice of his dis- 
trict manager. 

“It is imperative that a thea- 
tre manager know his community, 
because its factors affect his the- 
atre policy, admission prices, ad- 
vertising media, advertising ap- 
peal, program and program ar- 
rangement, and countless other 
details of operation. 


“Merchandisers of some \com-| 


modities have to do with a uni- 
versal appetite for their product. 
The grocer in selling sugar caters 
to the same taste everywhere. 

“Tn selling entertainment, how- 
ever we encounter localized pref- 
erences and localized sales resist- 
ances. 

“One way to gain this knowl- 
edge of a community is long resi- 
dence, but we cannot wait five 
years or more for a manager to 
develop the knowledge of his com- 
munity which he should have. 


chasing, 


porate expense. 


AS. SERVICE, 
SAYS HEAD 


|) M. F. Gowthorpe occupied the 
chair at a meeting of the Second 
District Managers’ Session which 
delved into what constitutes over- 
head, and the method of its allo- 
cation. 

“Think of overhead in the light 
of services rendered to your 
operations,’ Mr, Gowthorpe told 
the district managers. ‘Overhead 
is made up of the salaries and ex- 
penses of all persons who are not 
on a theatre payroll, together with 
certain costs incidental to their 
function of servicing the theatres. 

“Departments which contribute 
to the overhead are Management, 
Film Buying and Booking, and 
Advertising. Expenses of the 
auxiliary departments, including 
Accounting, Maintenance and Pur- 
Real Estate, Legal, 
Candy Sales and Music Sales also 
enter into the overhead. It does 
not include expenses of the Music 
and Production Department, which 
are charged directly to theatres 
playing unit shows, nor of the 
Construction Department. It in- 
cludes no part of Paramount ad- 
ministrative costs, and not one 
cent of profit.’’ 

Gowthorpe went on to explain 
the. breakdown of the total over- 
head by items and by depart- 
ments. He urged that full use be 
made of everything and every ser- 
vice that Home Office ‘‘overhead”’ 
pays for. 

“Allocation of overhead to in- 
dividual theatres,’ Gowthorpe 
continued, ‘‘takes four considera- 
tions into account. These are the 
percentage of admissions, seating 
capacity, actual service rendered, 
and relation to profits. 
by actual service rendered is the 
ideal method, but cannot be en- 
tirely accomplished in actual prac- 
tice. This method is pursued as 
far as possible, and the remaining 
costs absorbed by applying a com- 
bination of the other measure- 
ments. 


Accounting Reduction 
In the discussion which fol- 
lowed, Mr. Barry pointed out the 
fact that managers who are dis- 
satisfied with the amount of over- 
head charged to their operations 
should be sure that they are doing 
everything possible to help keep 
these charges at a minimum. As 
a specific instance, he cited the 
accounting department, whose 
overhead, he said, could probably 
be cut down by one-half if thea- 
tre managers adhered strictly to 
accounting routine as prescribed 
in their manuals, and exercised 

care to avoid costly errors. 


“Other expenses to the circuit 
can be kept down in the same 
manner,’ Mr. Barry said. ‘‘For 
instance, if managers knew as 
much about sound as they should, 
it would result in a tremendous 
saving to the company. Some de- 
fects could be remedied locally, 
instead of sending for a technical 
man, who may find on arrival that 
the trouble is caused by nothing 
more than a dirty aperture.” 

Session proceeded to take up 
fixed charges, and Gowthorpe ex- 
plained that these are costs appli- 
cable to a single operation, and 
continue whether the theatre is 
open or closed. 

“Included in fixed charges,’ he 
said, ‘‘are rent, insurance, taxes, 
depreciation, interest and _ cor- 


Rent Charges 


“Under rent we charge the ac- 
tual amount paid under a thea- 
tre’s lease. This item does not in- 
clude leasehold bonuses. Insur- 
ance of all kinds is charged under 
the second heading. Taxes in- 
clude licenses and permits, and 
except only the Federal income 
tax. 

“Under depreciation we charge 
off wear and tear, and obsoles- 
cence, Amortization of lease- 
holds is included here, bonuses 


Allocation: 


— Acts as Good 
Stimulus 


District managers in New York 
to learn about Paramount Publix 
organization were made conver- 
sant with the activities of the Per- 
sonnel Department by John F, 
Barry, Director of Personnel, who 
is also chairman of the series of 
district managers’ sessions. 

Function of the department, 
Mr. Barry said, is to aid in the 
selection, training and assignment 
of manpower. He asked the men 
present to re-read the story in 
Publix Opinion for April 25th on 
the preparatory training of men, 
and to file it for guidance in su- 
pervising the . developement of 
men assigned to their theatres for 
this training. 


Mr. Barry spoke of the con- 
tribution of the Managers’ Train- 
ing School to our manpower, the 
qualifications sought in men en- 
gaged by the company, and gave 
the district managers a detailed 
list of the points he would like to 
have covered in the personnel por- 
tion of their weekly letters. 


Dwelling on the constant stimu- 
lus which Publix’ policy of promo- 
tion from within exerts on the 
men in the field, Mr. Barry out- 
lined a number of other reasons 
for the very slight turnover in 
Publix personnel. Among these 
was the thousand dollar insur- 
ance policy which the company 
carries for each manager after he 
has served for six months in that 
capacity. 


being charged off at a rate de- 
pendent upon the length of, the 
lease. Depreciation of sound 
equipment is charged off in ac- 
cordance with a schedule arrived 
at by our technical men and Elec- 
trical Research engineers. Un- 
der this schedule, equipment 


costing 12 per cent of the total] 


has a life of one year, 28 per cent 
has two years life, and 60 per 
cent is charged off over a period 
of five years. ; 


“Interest includes that on 
bonds, notes and mortgages, but 
not on investment.”’ 


Mr. Barry pointed out one 
means of helping to keep fixed 
charges at a minimum, in the mat- 
ter of insurance costs. 4 


“Insurance is listed among fixed 
charges. The charge is not fixed 
in the sense that proper super- 
vision cannot reduce it. Expe- 
rience record determines insur- 
ance costs,” he said, ‘‘and the con- 
tribution of your managers to this 
record has much to do with de- 
termining insurance costs. A 
good company record with the 
insurance companies this year 
means lower rates next year. 


Maintenance Details 


“This involves details of main- 
tenance. ‘Mr. Anderson in his dis- 
cussion of the different forms of 
insurance carried for your thea- 
tres will make clear that for 
every form, your supervision will 
have much to do with determining 
what the company pays for insur- 
ance. So even if insurance is 
called one of the ‘fixed charges,’ 
realize how the charge depends on 
you.”’ 


Meeting concluded with a brief 
exposition by Gowthorpe of pur- 
poses of the Cost Control Com- 
mittee. He explained that its 
function was not an indiscrimi- 
nate slashing of costs, but the en- 
couragement of intelligent spend- 
ing. Among means of assisting 
the committee in its work Gow- 
thorpe included supervision of 
petty cash disbursements, reduc- 
tion of uniform cleaning costs, 
regular seat inspections to avoid 
torn clothing claims, and regula- 
tion of telephone and telegraph 
tolls and electricity expenditures. 


‘accompanied by a lecture, 


FIRST AID” 
DISCUSSED 


District managers attending the © 
current session at the home office 
emerged from a meeting with Dr 
Emanuel Stern last week prime 
with information concerning the — 
Welfare Department, which Dr, — 
Stern heads. . 2 
The lengthy 
~ conference 

was 


aid 

which have 
been sent to © 
each the- 
atre to as- 
sure them- 
selves that advantage was being — 
taken of their usefulness. “If each © 
of these cabinets is used only twice © 
in treating minor injuries to em- — 
ployees,’’ he said, ‘‘they will hav 
paid for themselves in avoiding — 
physicians’ bills.’”’ Supplies for — 
replenishing the cabinets should — 
be obtained locally when needed, — 
he said. B 


. Dr. Emanuel Stern 


Report at Once 


“In connection with accidents to — 
employees,” Dr. Stern said, “there — 
is one thing which is imperative. — 
They must be reported immediate- — 
ly, on the forms provided, to my 
office and to the insurance com- — 
pany. We must do this not only © 
to assure maximum protection © 
from our insurance, but also be- — 
cause in many states there are © 
laws which set a penalty for fail- — 
ure to report such accidents. 


“Since insurance and medical 
costs are a direct charge to your 
theatres, there is only one thing — 
for your managers to do to keep ~ 
them at a minimum, and that is © 
to preach safety first.’’ a 
‘“‘When it is necessary to call in 


a physician, retain only licensed ~ 
physicians from the approved list ~ 


which each theatre has. I want — 
to emphasize the fact that we have 
no official house physician any- — 
where on the circuit. There is, 
however, an approved list of local — 
physicians in each theatre.”’ a 

Dr. Stern differentiated between — 
compensable accidents to em- — 
ployees and public liability cases. — 

Discussion of welfare cases and 
the routine to be followed by dis- — 
trict managers completed the con- — 
ference. 3 

“If you men will give these © 
things a small part of your atten- — 
tion when you return to the field,” ~ 
Dr. Stern concluded, “it will be of — 
immense assistance to me. In re- © 
turn, if at any time any doubt con- — 
cerning any of the points.upon 
which we have touched arises in — 
your mind, have no hesitation in — 
writing me about your problem.” — 


Beauty Treatments for _ 
Women Theatre Patrons 


Helena Rubinstein tie-up ef- 
fected by Eddie Hitchcock, pub- 
licity director of the New York 
Paramount, has a beauty operator 
giving a.complete beauty treat- — 
ment to a woman patron daily, ~ 
Lucky — 
numbers in powder samples dis- 
tributed have $100 and $50 cours- 
es of treatments as prizes. 

Rubinstein’s arranged tie - ups 
with department stores, distribut- 
ed class pamphlets in stores han- 
dling their products all over Great- 
er New York, and give the Para- 
mount space in their ads for two 
weeks, Plan extends over an en- 
tire week. 


-METZLER ASKS 


ATTENTION TO 
MANUALS 


Presiding at a meeting of the 
Second District Managers’ Session 
which probed the intricacies of the 
Accounting Department, Comp- 
troller Fred L. Metzler empha- 
sized the importance of meticu- 
lously following the prescribed 
accounting routine. 

“We have a keen appreciation 
of the amount of work your man- 
agers have to do,” he said, ‘“‘and 
we are not trying: to load them 
with red tape. But when any or- 
der goes out, 
there is a def- 
inite reason 
for it. Man- 
agers can be 
of the utmost 
assistance to 
the account- 
ing depart- 
ment by con- 
stant compli- 
ance with 
rules and rou- 
tine as set 
forth in their 
acecount- 
ing manuals.”’ 

He recom- 
mended an ac- 
tive interest 
on the part of 
the district 
manager in the way §indi- 
vidual managers handle account- 
ing routine. In the general dis- 
cussion of theatre office routine 
which followed, District Manager 
Frank Hookailo suggested reinsti- 
tution of the monthly ticket in- 
ventory. This was taken under 
advisement by Metzler and those 
‘of his aides who were present. 


Charity Donations 
Metzler took up a plan of the 


FE. L. Metzler 


' Hays organization which would 
group funds of producers and ex- 


hibitors intended for contribution 
to Community ‘Chests, and make 
single donations to each municipal 
chest in the name of the industry, 
District Manager Warren Irvin 
suggested a budget system for 
theatres in situations where there 


is no organized Community Chest, 


and Niles and Abelson described 
the success of this plan of making 
donations in the Northwest Divi- 
sion. 

T. X. Jones, of the accounting 
department, followed Mr. Metzler. 

“An idea of the magnitude of 
-the company as it affects the ac- 
counting department will help you 


to appreciate the tremendous de- 


tail we handle,’’ Jones said. ‘“‘We 
have 300 subsidiary corporations 
and 125 checking accounts, and 
write 12,000 checks weekly in 
payment of 30,000 bills. Over 
7,000 box-office statements come 
in weekly. We can check thirty 
of these in the time it takes to 
eorrect a mistake in one and write 
the manager about it. 

| Delay Causes Losses 

“Our greatest trouble, perhaps, 
arises from delay in sending in 
bills. This not only disorganizes 
the routine of the department, 
but causes actual money losses in 
missing out on discounts, ete. 


_ Bills should be forwarded weekly. 


“The .practice of managers in 
changing totals on bills with 
which they do not agree, without 
effecting an adjustment with the 
vendor, is also troublesome, as is 
the occasional approval and for- 
warding of a bill of which a dupli- 
cate has already gone in, Both 
cost time and Boney and create 
confusion. 

“Payrolls which are not sent in 
on the last day of the preceding 
week are a _ prolific source of 
trouble. When they are delayed 
too long, there is invariably an in- 
terchange of wires, and to pay off 
the manager is often forced to 
make a draft.on the home office, 
with more needless expense.”’ 

Tour of Department 
_ Following Jones’ talk, the dis- 
trict managers visited various 
units of the accounting depart- 


ment, conferring with unit heads 


in an attempt to uncover other 
sources of unnecessary cost and 
trouble. 

First stop was the office of F. L. 


Wieber, where managers’ weekly 
reports are audited, and blue- 
prints and monthly theatre profit 
and loss. statements prepared. 


Common managerial errors 
pointed out by Wieber included 
charging of musical novelties and 
overtures as film rental, instead 
of in Account 4, invoice section, 
as a production charge. Receipts 
for midnight shows, Wieber said, 
when the picture does not begin 
its regular run until several days 
later, should be shown during the 
current week. If the midnight 
show is on Saturday. and the regu- 
lar run opens Sunday, they should 
be held over and included in the 
next week’s _ receipts. When 
changes of policy occasion a 6 or 
8 day week, it should be shown as 
such, figuring fixed charges, ete., 
on that basis. Midnight shows 
and special matinees should al- 
ways be shown separately on re- 
ports. Service passes, Wieber 
pointed out, are not listed. with 
regular passes, and receipts from 
this source’ should be shown in 
the column “‘Tax on admissions.”’ 


Common Errors 

Next meeting was with Miss C. 
Shumate of the payroll unit, 
where the necessity of mailing 
payrolls on the closing day of each 
week was again brought out, as 
well as the importance of com- 
pletely filling them out. 


Most common error in connec- 
tion with box-office statements, as 
indicated by Homer S. Traw, in 
charge of general cash records, is 
incorrectly carrying forward the 
opening ticket number. This 
necessitates eight or ten changes 
on the statement, and consequent 
correspondence. Correct name of 
the depository account should be 
shown on the deposit slip, and 
duplicate deposit slip pasted in 
the upper left-hand corner of the 
statement, so that it will not be- 
come mislaid upon receipt at the 
home office, Correctly naming 
the depository accounts is import- 
ant because of multiplicity of ac- 
counts, and possibility of an er- 
ror on the bank’s part in credit- 
ing the deposit, with consequent 
overdrafts when funds are trans- 
ferred to the home office. Mis- 
cellaneous receipts, Traw said, 
should be detailed on the state- 
ment, and the totals on the de- 
posit slip and box-office statement 
should agree. 


Routine Changed 

New routine, as described by 
Traw, is for a stamped, addressed 
envelope to accompany the state- 
ment and duplicate deposit slip to 
the bank, so that it may be mailed 
immediately by the bank itself. 

The district managers spent 
some time with C. C. MacPike, 
head of the cost control unit, who 
checks all bills as to approvals, 
and against the managers’ weekly 
reports. This unit prepares a de- 
tailed record of theatre expenses, 
and submits analytical and com- 
parative statements to the Cost 
Control Committee. 

Among errors listed by Mac 
Pike are the forwarding of bills 
without approval, and sometimes 
of entire registers; not listing rea- 
sons for long distance calls on the 
form provided for forwarding with 
the phone company’s bill, and no 
explanations accompanying im- 
portant invoices. Bills for large 
amounts, however regular, Mac- 
Pike said, would not be passed 
unless submitted with an explana- 
tion. Statements are not ap- 
proved unless itemized or ac- 
companied by a duplicate invoice. 
If a manager thinks something 
should be charged to new equip- 
ment; and not expense, he should 
give reasons. 

When local conditions make it 
necessary to pay fairly large sums 
immediately, such as paying off a 
man engaged for a ballyhoo, etc., 
MacPike suggested utilizing a req- 
uisition for payment, instead of 
petty cash, as a means of expedit- 
ing reimbursement. Maintenance 
routine, he said, should be ad- 
hered to strictly except in emer~ 
gency cases. | 


SPECIAL HERALD 


Al Smith of the State, Winona, 
had a special herald on the Pag- 
eant of Progress distributed. to 
every house in town selling pic- 
tures for two weeks. Out of town 
distribution was also attempted. 
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BOTSFORD HITS! Holiday Trailers\DISTRICT MEN. 


EXPLOITATION 
WASTE 


Advertising, Publicity and HEx- 
ploitation Department engaged 
the attention of district managers 
convened at the home office for a 
valuable half day, under the direc- 
tion of A. M. Botsford. 

After discussing the value of 
manuals, Mr. 
Botsford gave a 
resumé of mat- 
ter from the ad- 
vertising de- 
partment which 
will be incor- 
porated in the 
proposed Dis- 
trict Managers’ 

Manual. 
j Caution- 
ing the district 
heads against 
permitting 
managers 
“|to waste time 
on fripperies of 
=} ox ploitation, 

Mr. Botsford as- 

serted that if 
present exploitation fails to sell 
the expected number of tickets the 
fault can be attributed to much 
that is trite such as the too fre- 
quent use of mediums like paper 
napkins and milk bottle tops. 

Activities and _ possibilities of 
district publicity directors were 
covered. Jack Meredith, pub- 
licity director of Geo. Walsh’s 
division, and George Planck, home 
office supervisor of publicity in 
J. J. Friedl’s division, contributed 
to this discussion, in which dis- 
trict managers also participated. 

Campaign Danger 

Mr. Botsford spoke of cam- 
paigns in taking over or re-nam- 
ing theatres, and warned against 
over-merchandising in such in- 
stances, particularly when a thea- 
tre is taken over in a Publix town. 
Danger lies in getting too en- 
thusiastic over minor renovations, 
he said. 

Lem Stewart suggested that the 
district’ managers visit the offices 
of the adv. department to see the 
men at work on the manuals and 
to see the files in which ad records 
are retained; also to view the 
voluminous activity there, to ar- 
rive at a better understanding of 
reasons for requesting prompt 
forwarding of ad-records and tear- 
sheets. 

There is no better gauge of ad- 
vertising effectiveness, Lem Stew- 
art said, than a study of the per- 
centage of advertising costs to re- 
ceipts. These percentages point 
out advertising trends and warn 
of impending bad conditions. At 
present, he said, there seems to be 
a tendency toward over-advertis- 
ing of C houses and minor pic- 
tures. Stewart blamed this partial- 
ly on combination ads, which he 
described as impractical except in 
the larger cities, as in smaller 
towns they lead the’B and C thea- 
tres into excessive expenditures. 

Wasted Effort 

Decrying wasted effort, Stewart 
produced tear sheets of concrete 
examples. One Monday morning 
newspaper carried a duplication of 
a theatre’s large Sunday ad, and 
on the same page two co-operative 
ads: One quarter-page co-op ad 
was extremely effective, apparent- 
ly laid out by the manager. 
Stewart’s point was that the man- 
ager had failed to capitalize on his 
splendid effort in securing the tie- 
up, by expending an inordinate 
sum on his own Monday ad, fail- 
ure to use a new layout and new 
copy, and placing his ad on the 
same page as the co-op ads. 

Advertising manuals and sup- 
plements, Stewart said, were de- 
signed to improve the character, 
appearance, readability and effec- 
tiveness of Publix ads, and estab- 
lish a standard for our theatres’ 
advertising. Their usefulness in 
this direction is not exhausted 
when a particular picture has 
been played, he said. They should 
be broken up and placed in tick- 
ler files when their primary pur- 
pose is accomplished. Describing 
the method of attempting ad im- 
provement before institution of 
manuals, when letters to individu- 


A. M. Botsford 


Will be Issued — 
Regularly 


E. H. Kleinert, head of the Mu- 
sic Novelties division of the Mu- 
sic Department, detailed services 
proffered by his department to the 
district Sede group last 
week. 

Holiday trallevs song subjects, 
organ solos and slides, 33 1/3 
r. p. m. overture-exit records and 
synchronized trailer strips were 
among the material discussed. 


-Holiday trailers will be forthcom- 


ing regularly hereafter, Kleinert 
said. Song subjects will prin- 
cipally be on Paramount songs, 
and will be ready in ample time 
for use in picture exploitation. 

“Back Home,” song subject now 
being developed around the song 
featured in ‘‘With Byrd at the 
South Pole,’ will be ready for 
showings at least one month prior 
to release of the Byrd picture, 
Kleinert promised. It may be 
used to capitalize upon coming 
publicity attendant to Byrd’s re- 
turn to the states, 

Kleinert elaborated on the new 
booking plan for these novelties 
which had been touched on by 
Sam Shayon, executive assistant to 
Boris Morros, in a previous meet- 
ing. No profit accrues to the mu- 
sic novelties department on these 


subjects, and the wider the dis-. 


tribution accorded them, the lower 
the charges to individual theatres 
will be. Under the plan to be 
adopted shortly, prints will be 
supplied to Paramount exchanges, 
and will be set in by district 
bookers in accordance with regu- 
lar routine. — 

_ With regard to the synchronized 
trailer date strips, Kleinert stated 
that requirements of individual 
theatres not included in the stock 
list would be made up to order, 
at special prices dependent upon 
the amount of material. Price of 
stocked trailer strips is 10c per 


foot. List of trailers now avail- 
able has appeared in Publix 
Opinion. 


Kleinert asked for expression of 
opinion on advisability of making 
up more ballyhoo records similar 
to that on ‘“‘The Vagabond King.’’ 
District managers generally com- 
mended the idea, and specified de- 
sire for records suited to outdoor 
ballyhoo, and lobby and radio use 
as well. 

Session adjourned to the screen- 
ing room, where the district man- 
agers saw a number of recent holi- 
day and song subjects. 


al managers with constructive ad 
eriticism were the means of estab- 
lishing this desired standard, 
Stewart said that ads of opera- 
tions taken over were brought up 
to standard within three months 
as against four or five years under 
the old system. 
Use of Manuals 

Stewart declared that Publix 
particularly does not want its the- 
atres to subscrib? to ad-mat sery- 
ices, which keep men from learn- 
ing the desirable principles of ad- 
vertising inculeated through the 
use of the manuals. Tickler files 
and their importance were cov- 
ered. 

L. L. Edwards told of the new 
system of circuit art shops being 
instituted, and spoke of _ the 
economies to be effected through 
circuit buying of artist’s supplies. 
He asked the district managers to 
be on the lookout for men worthy 
of development in the home office 
art department, under Duke Well- 
ington’s supervision, for later as- 
signment elsewhere. 

Charges to theatres using the 
sound trains this season will be 
materially reduced, Edwards said. 
He cited the success of the special 
in Miami this winter. District 
Manager Jesse Clark corroborated 
his statements on the effectiveness 
of the sound trains when properly 
employed. A sound train manual, 
incorporating many of the ideas 
used by Clark in Florida, will be 
distributed shortly, Edwards an- 
nounced. 

Effective Trailers 

“EHixperiments in various opera- 
tions have indicated that it is im- 
practical to sell sound with silent 


HEAR SAAL 
ON BOOKING 


William M. ee, General Direc- 


tor of Film Buying and Booking, © 


presided over a meeting of the ten 
district managers . now in New 
York which took up the work of 
his department in detail. 

Saal cover- 
ed the organi- 
zation of the 
booking de- 
partment, 
buying and 
booking of 


mittments, re- 
lations of dis- 
trict manager 
and _. booker, 
sqareenings, 
handling 
booking emer- 
gencies, and 
program ar- 
rangement. 

“Our prim- 
ary considera- 
tion,’ Saal 
said, ‘“‘is the fact that we 
owe the utmost allegiance to Para- 
mount. Paramount again vindi- 
cated this allegiance in the dif- 
ficult three months just past, de- 
livering consistently good, money- 
making, box-office pictures. It is 
our first duty to get behind every 
Paramount picture with every- 
thing we have, so that revenue! to 
Paramount as a producer will 
justify making more and even bet- 
ter pictures.’’ 

Outlines Advantages 

Discussing the relations be- 
tween the various departments of 
Publix, Saal elaborated on the 
complete organization of Publix, 
and its advantages. 

“District managers, ‘district 
bookers and district advertising 
men can sit down and talk over 
their theatres as if they were part- 
ners in the operations. The growth 
of the company and the develop- 
ment of its manpower largely lies 
in the hands of this trio. If you 
are better men for talking with 
me, I am a better man for talking 
with you, and this is true all down 
the line. When we tune in on 
each other’s problems and duties, 
we present a single, united front, 
and contribute much to the prog- 
ress of the company.’’ 

Saal asked about advance 
screenings in the field, and 
whether or not the district man- 
agers would recommend any 
changes in the present system. 
Expression of a diversity of opin- 
ion resulted. He suggested that 
each man present write a memo to 
him on that subject before leaving 
for the field. Shorts came up for 
discussion next. 

Shorts Important 

“The front show determines 
whether a program is good enter- 
tainment or poor entertainment. 
Information to assist in routining 
and publicizing short subjects is 
our greatest need, and one of sev- 
eral plans now under considera- 
tion will shortly provide this for 
your managers,’ Saal outlined 
one of the plans to ascertain the 
reaction of the assembled district 
managers. 

“It is my hope,” he said in con- 
clusion, “‘that you men will here- 
after be able to analyze booking 
problems on a basis of construc- 
tive criticism, and possibly of solu- 
tion. Your ability to instill good 
principles of the business of book- 
ing into the manpower in the field 
will be of immense value to this 
department and to the company.” 


William M. Saal 


trailers,’ Edwards said. ‘‘Many 
difficulties formerly experienced in 
securing trailer service have been 
ironed out, and we will assist you 
in every way in securing proper 
service from National Screen and 
Vitaphone:’”’ He asked for definite 
correspondence on ‘cases where 
trailer charges seemed excessive, 
and promised every assistance in 
procuring adjustments. Several 


combination services for houses’ 


with frequent changes were de- 
scribed. 
Special trailers on the Jubilee , 
are ready, Edwards said, and two © 
(Continued on Page Eight) 


product, com- — 


~ 
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MUSIC COVERED! 
IN DISTRICT 
SESSION 


District managers convened in 
New York were kept busy noting 
services of the Music Department 
at a meeting addressed by Sam 
Shayon, Executive Assistant toe 
Boris Morros, in the absence of 
the General Music Director on the 
Coast. 

Activities of the Music Sales 
Division and Music Novelties De- 
partment, both under the super- 
vision of Mr. Morros, were covered 
in talks by Mack Stark and E. H. 
Kleinert, respective heads of those 
divisions, and are reported else- 
where in this issue. Maurice 
Lawrence, in charge of the de 
partment’s overture group, also 
participated in the meeting. 


Materials with which the Mu- 
sic Department is organized to 
supply the theatres, Shayon said, 
include overtures, special presen- 
tation scores, band _ specialties, 
radio arrangements, printed or- 
chestrations, organ novelties, mu- 
sical novelties on film, synchron- 
ized holiday trailers, 33 1/3 
r. p. m. overture-exit records, and 
synchronized trailer strips. Five 
latter are a part of Music Novel- 
ties Department service, 

Complete catalogs of the over- 
tures, band specialties, overture- 
exit records, organ novelties and 
trailer strips are available. Over- 
tures. are both production and 
straight orchestral, and are sent 
out complete with advice sheets, 
lighting -and production plots. 
Band specialties requiring special 
treatment are also accompanied 
by advice sheets and light plots, 
and organ novelties include com- 
plete cue sheets and slides. A 
charge of 20c¢ each is made for 
slides. Printed orchestrations of 
any published selection may be 
obtained. through the depart- 
ment’s library, which is in charge 
of Maurice Borodkin. 

Housés which have orchestras, 
Shayon said, should use them to 
the fullest extent possible without 
incurring overtime, to enliven pro- 
grams. 
sic furnished by the department 
is intended for use with trailers 
and shorts, with orchestras play- 
ing introductions and endings, and 


where the subject permits, under, 


the action, — 
Band Numbers 

Band numbers, which are sent 
out regularly without requisition 
to all theatres with orchestras, 
should be added to 
libraries. Radio arrangements 
available are copies of special or- 
chestrations successfully used on 
the Paramount Publix and former 
Brooklyn Paramount radio hours. 

“The Music Department also 
functions as a clearing-house for 
M. C.’s, musical directors, organ- 
ists and lobby  entertainers,”’ 
Shayon declared. ‘You district 
managers, as keen judges of per- 
sonalities, will assist us if you will 
report encounters with any of the 
above who are not now in our em- 
ploy, but whom you believe would 
measure up to Publix standards 
for such personalities.” 

The speaker suggested tying-in 
of orchestras and organists with 
live lobby activities, stressing the 
value of such contacts as bringing 
audiences of personalities closer 
together. Organ clubs, too, he 
said, are valuable in building or- 
ganists. The Music Department 
will furnish material and data on 
organization of these upon re- 
quest. 

In a discussion of union mat- 
ters, Shayon urged the _ district 
managers to be sure that all con-. 
tracts with musicians’ locals were 
submitted to Boris Morros_ be- 
fore being signed. ‘Our expe- 
rience accumulated in dealings 
with hundreds of locals can un- 
doubtedly be of assistance to you 
in formulating new contracts,’ he 
stated. 

Specific assistance which district 
managers could render to the Mu- 
gic Department, includes checking, 
cataloging and reporting all music 
libraries, used or unuse@\ and 


Special presentation mu-| 


theatre ! 
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Know 


RAY L. NILES 


Ray L. Niles, District Manager 
supervising North Dakota, en- 
tered theatre 


served 

in Boe Avia- 
j a tion ection 
Ray L. Niles of the Signal 

t Corps, he 

took over a partnership 


Fraser Theatre, Spencer, Iowa, 


later acquiring a half interest in. 
and Unique 


the Metropolitan 
Theatres, Mitchell, S. D. Niles has 
also owned and managed: the 
Lyon in Rock Rapids, la. and 
the Iowa and Park Theatres in 
Spirit Lake, Iowa. He entered 
the employ of Publix-F. & R. in 
1925 as City Manager of Mitchell, 
Ss. D., subsequently opening and 
managing the State, Sioux Falls; 
State, Minot, N. D., and the 
Chateau in Rochester, Minn. 
Niles was City Manager of 
Rochester theatres for two years. 

In September, 1929, he was ap- 
pointed to his present post as 
District Manager. Niles is in 
New York at present, attending 
the current District Managers’ 
Session. 


HENRY SEEL 
A graduate of the Royal Con- 
servatory of Music in Karlsruhe, 
)}G@ermany, 


lone of the 

ifirst to advo- 

Fcate orches- 

tral accom- 
paniment of 
motion pic- 
tures. Unable 
to .interest 
exhibitors, he 
became one 
himself, 
opening the 

Elite,’ 271- 

iseat house, in 

‘Pensacola, 
Ee) Fla., in 1909. 
-=|He was man- 
ee jagcer, musical 
=} director, pub- 

licity direc- 

tor, and sign 

artist when 

the exchange 
failed to enclose the one one- 
sheet in the can. Projectionist, 
too, if necessary: 

Seel acted as manager and mu- 
Sical director of the Bonita, 
Pensacola, from 1912 to 1917, un- 
der his own ownership, then the 
Fichtenberg Amusement Co. and 
finally the Saengers. From then 
on he served alternately as man- 
ager, musical director or organ- 
ist, in. various theatres of the 
Saenger circuit, opening the mil- 
lion-dollar Strand in Shreveport 
as managing director and music- 
al. director in 1925. He gradu- 
ated from Barry’s .. Bay St. 
Louis Managers’ School in 1927. 
When sound replaced the Strand 
orchestra in 1928, Seel went to 
the Saenger, New Orleans, as 
guest conductor. He was as- 
signed to his present post in 


Henry Seel 


Jackson in January, 1929. 


personnel and situations, 
Special Overtures 


Maurice Lawrence told the dis- 
trict managers that the Music De- 


partment was always ready. to 
make up special overtures and or- 
gan novelties for individual thea- 
tres, if only notified sufficiently in 


|} advance. 


Urging closer cooperation be- 
tween managers and musical di- 
rectors, Lawrence contributed an 
unusual viewpoint to the session, 
out of his long experience as mu- 
sical director in many theatres, 
and later as district and travelling 
musical advisor for Publix. 


“Managers should take an ac- 
tive interest in the musical por- 
tion of every program,’ Lawrence 
said, ‘“‘going over every detail with 
the leader in advance. He should 
exert supervision over every selec- 
tion entering into the musical 
make-up of his program. The 
manager’s judgment in such mat- 
ters is superior to the leader’s, for 


in the | 


—“MEET THE BOYS!”— | 
YOUR ORGANIZATIO 


GEORGE D. TYSON 


George D. Tyson, Director of 
’ Publicity and assistant to Cullen 
Espy in the 
Peirsbdy ree — 
Skouras In- 
dianapolis 
operations, 
prefaced his 
theatrical ca- 
reer with 
several years 
of newspaper 
experience. 

Rect r 12- 
ing from 
“overseas in 
Te ds6 after 
serving with 
the Marines, 
Tyson grad- 
uated from 
the Univer- 
sity of Texas 
and came to 
New (York 
City to take a 
course in 
journalism at 
Columbia 
University. 
First jour- 
nalistic work was with the New 
York News Association, followed 
by a connection with Interna- 
tional News. Service, managing 
the I. N. S. Southeastern Bureau 
in Atlanta. Newspaper and pub- 
licity work in Florida during the 
boom completed Tyson’s efforts 
in this line. 


His first theatrical connection 
was with Paramount as an ex- 
ploitation representative. In 1926 
Tyson’ was transferred to the 
Publix-Skouras theatres in St. 
Louis in a similar capacity. 
When  Publix-Skouras' entered 
Indianapolis, Tyson was. ap- 
pointed to his present position. 


George D. Tyson 


WILL R. WINCH 


Will R. Winch, manager of the 
Fair Theatre and City Manager 
of Amarillo, 

Tex., as well, 

isa nother 

Publix show- 

‘man who en- 


tered the 
business with 
a newspaper 
backgr ound. 


town, and an 
interim as 
publisher of 
the Sapulpa 
Light, Sapul- 
pa, Indian 
Territory 
(now Okla- 
homa), Winch 
became press 

agent and as- 
sistant manager of the Orpheum 
in Kansas City. Four years later 
he opened the Orpheum Theatre 
in El Paso as manager, and later 
served as manager of Orpheum 
theatres in Logan, Ogden and 
Salt Lake City, Utah. 


During the summers, while 
with the Orpheum circuit, Winch 
managed and publicized a num- 
ber of amusement parks. 


AS partner and manager, 
Winch operated the Crystal and 
Wigwam theatres in Tl Paso, 
establishing Wigwams No. 1 and 
2.in San Antonio in partnership 
with W. J. Lytle. In 1924 Winch 
merged his interests with Dent, 
and continued as manager of 
four theatres in El Paso until 
transferred in 1925 to Amarillo 
as city manager. Winch con- 


Will R. Winch 


tinued in this capacity after the 
Dent theatres merged with Pub- 
Limes 


HARVEY ARLINGTON 


Harvey ‘Doc’ Arlington 
Munice, Ind., City Manager, has 
been connec- 

ted with var- 

ious forms of 

the -amuse- 

Fment  busi- 

‘ness for fifty 


operators 
amuse - 
ment parks 
and riding 
devices, and 
handled the 
affairs of this 
company in 
different 
parks in the 
Central 
States for 
eight years. 

Following 
this connec- 
tion . Arling- 
ton did pub- 
licity for Kennywood and Luna, 
famous parks in Pittsburgh, j 
handling advance work of road 
shows during the winters. After 
two summers managing Idora 
Park in Youngstown, Ohio, Ar- 
lington opened Younstown’s first 
ten cent vaude house. 


Going to New Castle, Pa., nee 
lington” Managed the. Cascade, an 
old upstairs vaudeville house, 
for the Warner Bros. He joined 
the Butterfield circuit in Michi- 
gan in 1911, and after another 
summer in the carnival business, 
went to Grand Rapids for Con- 
solidated Theatres, Inc., and re- 
mained there 14 years. In 1926 
Arlington joined Fitzpatrick-Mec 
Elroy, later going to Muncie, 
where he remained after com- 
plete affiliation with Publix as 
City Manager of the three thea- 
tres there, with headquarters at 
the Rivoli. 


Harvey Arlington 


THOMAS H. JAMES 


Thomas’ H. James, appointed 
manager of the newly acquired 
Regent Thea- 
tre, Norwalk, 
Conn., started 
in the show 
business in 
New Orleans. 
A. North Car+ 
Clg Sn lah als bees om a bee 
James was 
educated in 
Atlanta and 
immedi- 
ately went to 
work with 
the old Gen- 
eral Film Co. 
as booker, 
and later as 
salesman on 
the rr O7a-di, 
Then . James 
became Mman- 
ager of Uni- 
versal’s ex- 
change at 
Memphis, 
Tenn. : 

James en- 
tered operat- 
ing with Loew’s, as manager of 
the Lyceum, Memphis, and sub- 
sequently managed the Bijou, 
Birmingham, and the Grand and 
Capitol in Atlanta. The connec- 
tion extended over a period of 
11 years. if 


He came with Publix in Aug- 
ust, 1929, and after a short stay 
at the Paramount Theatre in 
Brooklyn, went to Montgomery, 
Ala., as acting city manager. 


James’ next assignment with 
Publix was the Scollay Square, 
Boston, whence he was trans- 
ferred to the Norwalk operation 
on April 21st to open it under 
the Publix regime. 


Thomas H. James 


the former is in a position to get 
the reaction of his audience to 
every type of music.’’ 

Lawrence pointed out the value 
of having musical directors and 


organists present at all screenings, | 


not only as a means of insuring 
suitable musical preparation, but 
to contribute a trained musical 
ear as an assistance in making up 
fader cue-sheets. 


BOTSFORD HITS 
PUBLICITY WASTE 


(Continued from Page Seven) 
prints have been sent to each dis- 
trict manager, Other available 
trailers include a synchronized 
version of the refrigeration trailer, 
“Why Crowds Leave Home,” and 
a trailer made by Buddy Rogers 
for use in opening newly construc- 
ted theatres. Max Fleischer has 
made a cartoon anniversary trailer 
and a three-minute cartoon silence 
trailer. Latter was described by 


Mr. Botsford as a complete unit 
of entertainment in _ itself. A 
scenic refrigeration trailer, syn- 
chronized, will be ready within 
two weeks. 
Clean Advertising 
Vivian Moses, supervising Sec- 
ond Quarter Profit-Drive activ- 
ities, urged keeping special cam- 
paigns in the background. 


Touching on salacious advertis- 
ing, Moses predicted that within 
the next few months the entire 
industry would follow Publix in 
its campaign for clean advertising. 

“Let’s be human,’ Moses said, 
“let’s keep this show business 
merry and bright, but let’s be 
clean. In self defense, don’t slip 
into any suggestion of dirty adver- 
tising. Any temporary advantage 
for which your managers may 
strive is far off-set by the lasting 
damage done to the industry.’’ 

John F. Barry announced that a 
later meeting would be devoted 
solely to Publix Opinion. 


HOW TO SPEED 
REAL ESTATE 
ACTION 


Theo. C. Young, Director of the 
Paramount Publix Real Estate 
Department, told. district mana- 
gers assembled at the home office 


|that quicker action in realty mat- 


ters could be obtained by getting 
directly in touch with their dis- 
trict real estate offices, in addition 
to mentioning the matter in week- 
ly reports. 

Young gave the field executives 
a graphic picture of his depart- 
ment’s organization. Much of the 
portion of the meeting over which 
he presided was devoted to a dis- 
cussion of closed theatres and 
their disposition. Other execu- 
tives of the department who spoke 
were Fred V. Greene, Jr., Ed- 
ward J. Wall, E. H. Ericsson, W. 
H. Lawrence, C. J. Powell and Al- 


len Rogers. 


Reports Requested 

Greene, who is in charge of the 
department’s bureau of survey and 
investigation, asked the district 
managers to report new hotels, 
factories, theatres, etc., in all cities 
within their districts, whether 
Publix situations or not. This in- 
formation is necessary to keep 
data in home office files up-to- 
date. He discussed city informa- 
tion reports and theatre surveys in 
detail with the men present. 

Acquisition of going theatres, and 
development of new theatre pro- 


/positions, were covered by Wall, 


head of the bureau of negotiations. 
Ericsson, who. supervises the divi- 
sion of property management and 
operating accounting, detailed the 
procedure of rent payments and 
collections, and payment of taxes. 


Lawrence, in charge of the bureau ~ 


of leases and records, described 
the book records which are kept 
on each individual piece of proper- 
ty or leasehold. 


Desirable Tenants 

C. J. Powell, who spoke on rent- 

g, stated that good tenants, from 
our viewpoint, were those which 
create a good atmosphere, have at- 
tractive, well-lighted windows, 
etc., such as specialty shops. He 
characterized restaurants, radio 
stores, or any establishments from 
which odors or noise may emanate, 
as undesirable tenants. All ten- 
ants occupy the premises on writ- 
ten leases, he said, stressing the 
fact that there are no _ verbal 
agreements. In procuring tenants 
for commercial areas, he said, we 
are quite. willing to enlist the 
services of realtors, but prefer to 
pay a lump commission and col- 
lect our own rents rather than 
have the broker collect rents and 
deduct a monthly commission. 

Allen Rogers, maintenance en- 
gineer, told the district managers 
that the usual lease obligated the 
landlord to make repairs on the © 
exterior and roof of a building,’ 
and the theatre to maintain the in- 
terior. Definite responsibility 
should /be ascertained, he said, be- 


fore instituting major repairs. 


MANUAL READY 
ON CANDY SALES 


A managers’ candy sales man- 
ual has been prepared to assist in 
deriving maximum results from 
new installations, M. - Schosberg 
told the district managers’ group 
at the home office last week. Head 
of the candy sales department and . 
his associate, Bruce Powell, went 
over the points covered in the 
manual in detail with the field ex- 
ecutives. 

Good locations for vending ma- 
chines are the best means of as- 
suring good returns, Schosberg 
said, in asking the district mana- 
gers to make note of the locations 
accorded the machines in their 
theatres. 

District Manager A. J. Moreau 
told of experiments at the Strand, 
Portland, Me., where use of a 
flasher button and baby spot dou- 
bled receipts. Powell stated that 
flasher buttons have been made 
standard equipment, and_ that 

managers should insist that Pack 
Shops include them in the instal- 
lations. 


STARK SPEAKS 
ON SALES OF 
MUSIC 


Music sales policies were dis- 
cussed at a _ district! managers’ 


' meeting attended by Mack Stark, 


music sales head. Primary objec- 
tives of music sales activity, it was 
stated, are brightening of lobbies 
with attractive booths, service 
made available to patrons, and ex- 
ploitation of Famous songs and 
Paramount pictures, with accom- 


panying profit a secondary con- 


sideration. 

Contribution of music booths to 
live lobbies was covered. Stark 
stressed the advisability of em- 
ploying an attendant who can al- 
so sing, using a phonograph for 
accompaniment and _ furnishing 
lobby entertainment at minimum 
expense. Young men are pre- 
ferred as attendants, he said. 

Arguments Answered | 

Discussion of possible argu- 
ments against music sales by 
local music dealers brought 
forth a concrete statement of 
the non-competitive aspect of 
this activity by John F. Bar- 
ry, who answered each argument 
that might be advanced by local 
music dealers. ‘‘Considering the 
facts given, would you, if you were 
a local music dealer, favor this 
sale of music in theatre lobbies?’’, 
the district managers were asked. 
They agreed unanimously that 
they would. 


“Instead of wasting time won- 


dering what objection some local 
dealers might offer,’’ said Barry, 
“Get behind this new activity and 
get its fullest advantages. Any 
new activity which demands more 


effort and more thought is met by 


arguments such as those advanced 
here. 
out reasons why something can’t 
be done than ta go out and do it. 

‘In stimulating the sale of 
sheet music and records we are 
developing popular interest in 
music,’ Mr. Barry said, ‘‘and in- 
creasing sales possibilities of every 
local dealer. In addition, we stim- 
ulate the sale of new phonographs, 
pianos and radios, from which the 
‘local dealers derive a majority of 
their profits? - 
Advertise Songs 

“Our fifty cent records serve to 


advertise only the songs from our 


pictures, not the personalities. To 
procure a Chevalier recording, for 
instance, one must purchase a Vic- 
tor record from the local dealer. 
Our activities in popularizing 
these personalities in other ways 
also stimulate the dealer’s busi- 
ness. 

“Musie booths accomplish many 
sales which would otherwise be 
lost, for it is easiest to sell a song 
or record when the purchaser has 
just heard and liked the selec- 
tion in the theatre. Once on the 
street, hundreds of other things 
claim his attention, and the music 
is never bought. All this helps the 
local dealers. Besides the added 
show touch, brightness, activity, 
novelty, etc., which it gives the 
theatre lobby,’’ 

Elaborate Service 

District Manager Frank Hook- 
ailo pointed out that inasmuch as 
Publix sheet music retails at 35 
cents, and is procurable elsewhere 
in each city at 25 cents or 30 
cents, the majority of our custom- 
ers are occasional and irregular 
buyers of music, and we are devel- 
oping a strong group of prospects 
for local’ dealers. Persons who 
would budget their music pur- 
chases, Mr. Barry said, would not 
be inclined to buy music at this 
advanced price. 

Services inaugurated by the 
Music Sales Division under the su- 
pervision of General Music Direc- 
tor Boris Morros include a weekly 
letter to each theatre selling mu- 
sic, describing songs in programs 
two weeks in advance and outlin- 
ing their comparative importance. 
Forty-eight hour delivery is as- 
sured, Stark said, as music is 
shipped the day the requisition is 
received. 

Synchronized music sales trail- 
ers are now available, according to 
Stark. Each states that ‘‘this 


It is much easier to think’ 


School, 


PUBLIX OPINION, WEEK OF MAY 9th, 1930 


KNOW YOUR ORGANIZATION 


These Publix personalities depend upon your effort, just as you 


depend upon theirs. 


To know and understand each other’s person- 


alities and problems will lighten the burdens of everyone, and make 
our tasks enjoyable. For this reason, PUBLIX OPINION is devoting 
an important part of its space to these brief biographical sketches. 


ELMER LEVINE 


Director of Managers’ Training School 


Staid and dignified college pro- 
fessors would perhaps be the last 
persons in the world to admit that 
the principle underlying — the 
“beautiful but dumb’ theory is 
equally applicable to their learned 
and respected profession. Yet, it 
is undeniably true. Most beauti- 
ful girls are dumb. Most smart 
girls aren’t so hot on looks. Simi- 
larly, within the ranks of the 
teaching profession, the instruc- 
tors who have an engaging per- 
sonality and are gifted with a fa¢- 
ulty of transmitting their ideas in 
an interesting manner, usually 
don’t know much. On the con: 
trary, the men who have a sound 
scholarly background are usually 
dry, dull pedants who do not pos- 
sess the secret of getting their val- 
uable treasure of knowledge 
across. 

Once in a while, however, a 
woman bobs up who is both beau- 
tiful and smart, or a man who pos- 
sesses both the fundamental 
knowledge and experience required 
of good teachers and the necessary 
showmanship to get it across. 
Such a man is Elmer Levine, Di- 
rector of the Managers Training 
whose long and detailed 
experience in the theatre business 
plus a showmanlike manner of 
imparting that information to his 
students, has enabled him to bring 
such a distinctive success to the 
fulfilment of his duties there. 


Native of Boston 

As befitting a teacher, Levine 
hails from the City of Culture, 
having been born there on Nov. 5, 
1898. He attended Boston Public 
School, Boston English High 
School and Boston Business Col- 
lege. Fortunately, at the age of 
19, he entered show business, 
where the Latvian idiom of the 
majority of his associates, coun- 
teracted his cultured Hub City ac- 
cent, so that now he speaks Eng- 
lish like any other human being 


. music can also be purchased at|and not as a Bostonian. 


your neighborhood music store.”’ 


Levine’s first job was with the 


Federated Film Exchange where, 
in six months, he was promoted to 
salesman. Some time later, he 


went with Metro and sold film for] 


that firm for a period. of four 
years. In his constant contact 
with exhibitors, Levine became 
greatly attracted to the theatre 
end of the business and when the 
first opportunity presented itself, 
he accepted the job as assistant 
manager of the Central Square 
Theatre, Cambridge, Mass., then 
operated by Olympia Theatres Inc. 
It was not long before he became 
manager of this theatre, which 
was a vaudeville and_ picture 
house. He was later transferred 
to manage the Harvard Theatre, 
North Cambridge and the Allston 
Theatre, Allston, Mass. 


Special Training 


When Paramount took over the 
Olympia Theatres, Levine was 
among those selected to attend the 
first Managers’ School, organized 
by Jack Barry. Upon completing 
his course, there, he was sent to 
Chicago for special training as stu- 
dent manager in several Publix- 
Balaban and Katz large deluxe 
houses, including the Chicago, Up- 
town, Tivoli, Roosevelt and Mc- 
Vickers Theatres. His first as- 
signment, after finishing the train- 
ing course, was as assistant mana- 
ger of the Lockport Theatre, Lock- 
port, N. Y., from where he was 
promoted to manage the Stratford 
in Poughkeepsie, N. Y. 


When Jack Barry, Director of 
the Managers School, was looking 


for an assistant at about this. 


time, he remembered the _ out- 
standing achievements of one of 
the graduates of the first class, 
both during the term of the ses- 
sions and since his graduation. 
Consequently, it was Levine who 
was chosen to assist him, during 
the third and fourth classes. His 
job at the School was interrupted 
by an assignment to manage the 
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Coast to Coast 


_ Automatic candy vending 
machines now boast instal- 
lation from coast to coast, 
About fifty machines have 
been placed in theatres in 
Los Angeles, San Francisco, 
Portland and Seattle. Ralph 
Crabill, division director, 
has expressed his thorough 
satisfaction with the equip- 
ment. 

It is planned to cover the 
Rocky Mountain states with- 
in the next ten days. 

Demand for equipment 
goes on at a consistent ur- 
gent pace. Last reports are 
from Australia, where man- 
agers of Paramount thea- 
tres, learning of the venders 
from Publix Opinion, have 
written for them, M. Schos- 
berg and Bruce Powell of 
the department of Lobby 
Merchandising are consider- 
ing the practicability of 
making shipments when the 
houses in the United States 
and Canada have been satis- 
fied. 


‘ 
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Mitzi Green Entertains 
By Long Distance ’Phone 


Re-opening the Rivoli, Beatrice, 
after redecoration, Manager Max 
Tschauder arranged to have Mitzi 
Green, playing vaudeville in 
Omaha, greet patrons on the open- 
ing night. With District Adver- 
tising Manager Rowan Miller 
handling details at the Omaha 
end, the Beatrice telephone com- 
pany ran a wire to the Rivoli 
stage and hooked it up with a 
radio. At a pre-arranged hour a 
long distance call was put through 
from Omaha to Beatrice, little 
Mitzi spoke to the Rivoli audience, 
and sang ‘‘Sing You Sinners’ for 
them. 

Only cost was the regular price 
of a long distance call, and the 
*phone and radio companies saw 
to it that the stunt received the 
publicity it deserved. 


Jersey Theatre, Morristown, N. J., 
the Columbia Theatre, Davenport, 
Ia., and the Des Moines Theatre, 
in the city of that name. He re- 
turned to his post at the school for 
the fifth class. 


Succeeds Barry 


At the end of that session, Le- 
vine was sent to Fort Smith, Ark., 
as City Manager. From there, he 
was sent to manage the Colfax, 
South Bend, during the illness of 
Maurice Baker. When Baker re- 
turned, Levine was called back to 
the Home Office as special assis- 
tant to Division Director L. E. 
Schneider. In June, 1929, while 
on a tour with his class, Jack Bar- 
ry became seriously ill and Le- 
vine was sent South to take his 
place. When the class returned to 
New York and finished its training, 
he remained in charge until the 
close of that session. Then, he re- 
turned to his former post with Mr. 
Schneider. Shortly after, Barry 


was made Personnel Director ard 


Levine was permanently assigned 
as Director of the School. He was 
in charge of its activities through 
the sixth class and ever since. 


Levine’s long and rich experi- 
ence has familiarized him with 
every minute detail of theatre 
operation in every possible branch, 
technical, front house, ete. He is 
a keen student of the theatre’s 
problems and is endowed with an 
enthusiasm which comes only from 
a profound interest in his work. 
That he has been able to transmit 
his enthusiasm and his knowledge 
of the theatre to his students ac- 
counts for the splendid work ac- 
complished by his graduates upon 
receiving their assignments. 


CEDAR CHEST AD 


A quarter page co-operative ad 
on the Lane Cedar Chest ‘‘Honey”’ 
tie-up helped the Irvin Theatre, 
Bloomington, Ill, boost its 
grosses. 


STUDENTS VISIT 


G. EK. LIGHTING 
INSTITUTE 


The General Electric Lighting 
Institute, Harrison, New Jersey, 
recently played host to the stu- 
dents of the Managers’ Training 
School. The session, lasting three 
days, was under the supervision 
of A. L. Powell, who delivered the 
bulk of addresses on ‘Light In, 
and Around the Theatre.” Other 
eee of the Edison plant who 
ave interesting, educational and 
practical talks were T. A. Pilkey, 
W. C. Brown, A. D. Bell and 
A. Rodgers. <A consistent and 
concise plan of procedure was 
carefully mapped out for the three 
day period, taking into considera- 
tion the various phases of lighting 
fundamentals and problems. 

Illumination calculations as ap- 
plied to methods of light control 
and measurement were first dis- 
cussed, with emphasis placed on 
the principle of having proper 
light distribution with proper 
light apparatus. Fundamentals of 
color production, the effect of 
colored light on colored objects 
and directional and shadow effects 
concluded the first day’s proceed- 
ings. 


Best Effects 
After the history of stage light- 
ing was outlined, from the early 


‘Roman days until the present era, 


suggestions were given to obtain 
best effects in footlights, border 
lights, striplights, spotlights, etc. 
In order to obtain closer color re- 
sults on foots, double rows, stag- 
gered, were advised. Darken edge 
of apron to avoid glare in balcony. 
Spotlights to have 8” lens with 
mirror attached (prefocused base 
spot lamp) to produce narrow 
beam and greatest amount of can- 
dlepower. 

The proper illumination of the 
theatre auditorium, in coves, fix- 
tures, proscenium, ceilings, walls, 
ete. were comprehensively an- 
alyzed in order to create the prop- 
er atmosphere and eye comfort 
during and after picture presenta- 
tions. The costs, quality, main- 
tenance and correct usage of these 
lamps were also discussed to- 
gether with the relative intensities 
in and around the theatre. A 


‘lengthy dissertation on electrical 


advertising; exterior signs, mar- 
quees and uprights, that make the 
theatre building attractive and 
different at night, closed the fol- 
lowing day’s lectures. 

The final day’s discussions were 
devoted to the more intricate use 
of lights on the stage, in the lob- 
bies, foyers, entrances, and 
lounges. Special stage lighting 
equipment, and the _ satisfactory 
results obtained in the effective 
blending and contrasting of color 
upon the stage, received intensive 
attention, Also lighting for pro- 
logues, by means of layer lighting. 
Importance of proper voltage; 
regulation and maintenance of 
lighting equipment as_ practical 
economies for the theatre re- 
ceived considerable comment. 

’ Color and Music 

Psychology of color, and the ap- 
plication’ of these principles in 
connection with musical selections 
was the final topic discussed. The 
co-ordination of color and music 
theme, as applied to audience 
emotions was interestingly illus- 
trated with various classical over- 
tures. A highlight of the three 
day session was the display of a 
miniature city, with the hours of 
the day exemplified in natural 
color tones, from the early rising 
of the sun until the last glow of 
the moon fades in the sky, inter- 
spersed with a downpour of rain 
and the resultant rainbow. 


DETECTIVE BALLYHOO 


Ballyhoo on “The Bishop Mur- 
der Case’ at the Florida, Jack- 
sonville, was a supposed sleuth, 
with a huge magnifying glass. 
Sign on his back said ‘“‘Looking 
for a clue, ete.’’, and a large book 
under his arm was lettered with 
the title, theatre and playdates. 
Manager Al F. Weiss, Jr., also 
gave away copies of the book as | 
prizes at his weekly mezzanine — 
bridge party. 


CONTEST CALLS 
FOR COOLING 
SLOGANS 


Instead of simply repeating the 
use of the refrigeration slogan 
which was used to good effect in 
New England last summer, ‘‘Every 
Seat a Cool Retreat,’ J. J. Fitz- 
gibbons’ division will use it in con- 
nection with a refrigeration slogan 
contest in all operations. 


Usual trailers selling refrigera- 
tion will be replaced by trailers 
announcing the slogan contest, and 
presenting information about man- 
ufactured weather. The contests 
will get under way. before cooling 
plants are placed in actual opera- 
tion, so that patrons will be ‘‘cool- 
ing-conscious’ by the time hot 
weather comes. 

Plan, briefly, is for local man- 
agers to promote prizes in the 
form of Frigidaires, etc. Tie-up is 
obvious, with lobby displays, win- 
dow displays, and co-operative 
dealer advertising. : 

First trailers on the contests 
will incorporate the following 
slants: 


“Can you, write a slogan? This 


theatre will offer valuable prizes} 


for the best slogans about the 
Paramount weather manufactur- 
ing plant, which automatically 
provides ideal atmospheric and 
temperature conditions at all 
times. Last summer’s slogan was 
‘Every Seat a Cool Retreat,’ ete.”’ 


Comprehensive Campaign 


By Hoenscheidt, Oklahoma 


Complete follow through on 
Publix Opinion’s tip on _ the 
Saturday Evening Post, character- 
ized campaign of Manager Fred 
Hoenscheidt of the Rialto, Chic- 
kasha, Okla, on ‘‘The Vagabond 
King.’’ Hoenscheidt placed book- 
marks in all copies of the Post 
which carried Paramount, Philco 
or ‘Technicolor ads on the picture, 
and inserted heralds in all maga- 
zines sold at Chickasha news- 

_ stands for three weeks in advance 
of playdate. Those carrying ads 
were rubberstamped as well. Com- 
plete Philco tie-up assisted. 

Remainder of Hoenscheidt’s | 
campaign was quite as thorough- 
going, and included inducing 
Mayor of Chickasha, six-day town, 
to permit a Sunday night pre- 
miere. 


Guessing Contest at 
: Preview Brings Space 


._ When the “Benson Murder 
Case’”’ played the Indiana Theatre, 
Bedford, recently, Manager R. N. 
Waterson arranged a preview to 
which were invited prominent 
civic and business men. Show 
was stopped just before the solu- 
tion of the mystery and guests 
were asked to put on paper the 
name of the murderer and their 
reasons for thinking so. 

- Only one person in the group 
picked the right one. Newspapers 
played up the story, a number of 
reporters being in attendance. 


BASKETBALL SCORES 


When the Chelsea, Mass., High 
School basketball team went to 
Chicago to play in the national 
tournament, Manager J. J. Sulli- 
van of the Broadway Theatre ar- 
ranged for wires giving scores and 
highlights. Repeatedly scooped 
the local paper, and Western Un- 
- ion co-operated with its press rate 
of one cent a word as against ten 
cents. 


PRINT-SHOP TIE-UP 


Buck, Boston printer, gave the 
Metropolitan Theatre $1,500 
worth of 3-sheets, 1-sheets and 
car cards on the installation of a 
new Wurlitzer, posting them him- 
self. Copy angle was _ institu- 
tional, featuring Martel, organist, 
depending on Buck to tell Boston 
about his return and the new in- 
strument. 
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COOLING PLANT COPY 


each set, available for any theatres that wish to use 
them. Cooling plant advertising copy to be used with 
these mats, and reproductions of these ads, are con- 
tained in the Hot Weather Suggestion Manual, No. 
1196, issued March, 31st. ; 


Get your requests in early! 


One hundred sets of mats have been made up of 
the artwork used in the refrigeration advertisements 
pictured here, announces A. M. Botsford, and sets 
may be procured by addressing L. L. Edwards of the 
Home Office Advertising ‘Department. 

Each set includes six 2 column mats, one 3 column 
mat and six 1 column mats, a total of 13 mats to 
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cool at Shea’s Buffalo 
We can’t send you samples, so you'll have to find out for 
yourself. When you come you'll admit it’s nothing short 
of a miracle. And it /s a miracle—a miracle of science. Air 
svashed, and cooled to the precise point on the thermometer 
that means utmost comfort. The exact ratio between tem- 
perature and humidity steadily maintained. No draughts, 
no chills, no unevenness of temperature. It’s ideal climate, 
and “It's a grand and glorious feelin’ " to be in it. And, just 
as though that weren't enough, we're putting on the great 
Buffalo shows every week all through the summer—just as 
big now as they are any other time of the year! You keep THE REFRIGERATED 
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Publix policy brings big 
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See the great summer-time 
shows -—just as big now as at 
any other time of the year. 


Every hour 25 tons of 
cool,cleanairare poured 
nto the theatre. This 
means that every par- 
ticle of air is replaced 
with a fresh one every 
five fninutes. The tem- 
perature never exceeds 
72 degrees F and the 
relative humidity never 
exceeds 55%—an ideal 
condition. 


sy 
J 
C Now 
Y we manufacture 
our own weather 


Great news! We have installed 2 new refrigerating 
plant. The most modern of its kind, the most s1- 
encific, and the custliest. Actually manufactures 
weather. Every particle of air in the theatre thor- 
oughly washed and cooled — every hve minutes. 
Humidity scientifically lowered by refrigeration. 
No draughss, no chills, 90 uncvenness af terapera- 
ture. Just ideal climate. We repeat. it's great aces. 
And you won't know how great it is unl you come 
here some hot, sweltering day and sit through 3 
great show in the most comfortable, most healthful REFRI GE. 
atmosphere you ever breathed! HE ‘ 
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At Shea's 


Shea’s REFRIGERATED 


BUFFALO 


—but.keeping cool at Shez's Buffalo requires abso- 
lutely no effort or bother. In fact, the formula is 
ridiculously simple. All ic requires, ladies and gentle- 
men, is the low price of admission. And we guar- 
antee results. A great change will come over you 
the minute you step off the baking street, into the 
cool theatre. And you'll never again wonder what 
to do or where to go when the: thermometer starts 
to climb. It's always cool at Shea's Buffalo! 


The same big shows now 
4s you enjoyed in the =e 
ter—and they go 00 


summer long! 
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cool is by 
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Shea’s REFRIGERATED 


HIPPODROME_ 


TRADE JOURNAL 
ASSATIS HOT 
AD TACTICS 


Leaders in show business al- 
ways have known the attitude of 7 
the public and of official boards — 
of censors on questionable pic- 4 
tures, suggestive advertising and “ 
vulgar exploitation. Repeatedly, 
the voices of Mr, Katz, Mr. Chat- 
kin, Mr. Botsford, and your edi- 
tor have been raised in warning ~ 
against any attempt to wave the 


|red flag before governing bodies, a 


whether appointed by civic au- 
thorities or self-appointed. 

Now Martin Quigley, the per- 
spicacious editor of the Exhibi-— 
tor’s Herald World, joins the 
ranks of those who _ inveigh 
against the high handed practices 
of some press agents and managers, 
He cites the case of ‘Party Girl” 
in Chicago where, after an injunec- 
tion had been obtained to restrain 
the censors from closing the pic- 
ture, the exhibitor widely adver- 
tised the fact that the picture was 
under scrutiny, openly trying to 
sell it because it was questionable. 

The editorial follows. It makes 
concrete the foolishness of trying 
to fight popular tastes. When in 
doubt, play safe—change your 
tactics so that they offend no one, 


Sensational Advertising 

The recent controversy in 
Chicago over the showing of 
“Party Girl’ resulted in bring- 
ing into action various persons 
and organizations which seek 
to continue and to fortify the 
existing scheme of political 
censorship. This result is not 
surprising because almost in- 
variably this type of subject 
leads to developments of this 
character. 

The unfavorable aspect of 
this case was greatly exagger- 
ated by a tactless advertising 
policy which was _ followed. 
Over the protest of the Chicago 
board of censors an injunction 
was obtained relative to “Party 
Girl,” restraining the police 
from interfering with the show- 
ing of the picture. This isa 
course which is frequently fol- 
lowed in cases where producers 
or distributors are unwilling to 
abide by the dictates of the 
censor board. 

Usually, however, persons ob- 
taining such an injunction have 
the good sense to use the injunc- 
tion for the purpose for which it 
was intended and to let the 
matter rest there. In the case 
of “Party Girl,’ however, just 
having the injunction, and the 
accompanying liberty to show 
the picture in Chicago, was not 
enough; it was thought proper 
and practicable to use emphatic 
references in advertising mate- 
rial to the fact that the picture 
was being shown under a writ 
of injunction, 

The use of this sensational 

appeal conveyed to the minds 
of many persons that, very 
likely, the censor board was 
quite right in its opposition to 
the showing of the picture. At 
any rate, the agitation created 
—due in a considerable part to 
the character of the advertising 
used—led to a reversal of at- 
titude on the part of the judge 
who issued the injunction. The 
writ was dissolved. 
_ Apparently there will always 
be press agents of highly re- 
stricted taste and judgment. 
But if the industry is to escape 
the severe penalty which in- 
evitably follows in the wake of. 
such efforts as the advertising 
used in connection with ‘Party 
Girl’ the responsible heads of 
the business must see to it that 
their agents in the field are 
properly instructed as to what 
they may and may not do—and 
after such instruction has been 
delivered they must see to it 
that it is understood and: 
obeyed. 

If carnival-like methods are 
to be employed and exhibited 
broadcast before the public, the 
industry must know that the 
public will credit it with but 
very little in the way of respon- 
sibility and trustworthiness. 


| @# in Brooklyn get oross after a while) | 


“e & personal presence on the premises of 


ff Rogers was also hanging around to} 


a CU awed observer might have muttered 
i. Zz 


* 


a 
ae 


ae The contest, 


———_® town ont earth.” 


_ “deserted by his guides, all of whom 
ae @® clexring lovingly known as Paramount 


; a # over with a ballyhoo. Some ‘one did 


| ing March 29. 
_ of the managers in the district 


known humorist. 


tres to the papers of that borough. 


| Ttey Sing, Dance, Get Free Groceries and Have|’ 
Fortunes Told While They Wait to 


See the Pictures 


By Carroll Carroll 
66 ARIETY,” show world’s weekly 
V and colorful Bible, has called 
Brooklyn “the biggest. sap 


Theatre. 
Any Music 
| You Ask For 


Feeling that the mother’ city had 
B heen slighted by euch a fabul estl-| 
‘® mation, this intrepid explorer sought 
@ tne. facts, traveling three days by 
2 safari and one by subway. He was 


turned out-to be runners, in a! great 


@quare. Hers he wag left to his own’ 
resources, . Sur ed - shit : 
Oriental restaurants, glittering’ caba- 
‘ B vets (one of which proudly: deoldres 
-- @ self “more then. a restaurant—an 

- .@ mmstitution”), shooting galleries; penny 
f arcades, cheap shoe stores, eandwich | - 


if here,” he said and continued miedi-: 
7 # recting traffic In the apparent hope | 
® that some of it would strike the 
y visitor's vulnerable body. ° 7 
@ What! Both Vallee 
¢ And Buddy Rogers - 
| “I know,” your delver pursued, “or, 
at least, I thought———— but, that 1s,| . 
wm whete are we?” This proved nearly | ff 
% too tnuch for the officer. Neverthe- 
& less he took out another little book, 
f and after groping his way through its 
. Nmany cross-indexes (for even indices 


a 


he announced that much to his own 

#% Surprise we were th in. the very} { 
i heart of Brooklyn’s theatrical district. 
& Sure enough he was right. You 
‘eould have knocked ' this. wanderer 


almost immediately. Ahead of him 
loomed the Fox Theatre. It featured 
fp Rube Woolf, the homeliest man In 
gt the world, Having seen the homeliest 
®# man in the world earlier in the day 
i while shaving, this proved no attrac- 
tion to your correspondent. ‘Turning, 
; however, his eyes fell tipon abou 
$9,000,000 worth of. streamers, pla- 
cards’ and stalwart uniformed heau- 
R tles all‘ doing pfactically the same 
thing. ‘They were announcing the 


@ m chap named Rudy Vallee. As if 
% this wete not énough, they went on 
f to say that. a lad named Buddy 


4 give the girls a slant at something 
yf wothsome, : ; 
3) | “what manner of place is this that 
#* holds within its portals all that the 
| United States calls sacred?’ your 


himself had not eskout fourteen 
%, .giant electric signs appeared, as if by 


Sain 


GOLD GETTERS 
CONTEST ENDS 
WITH PRIZES 


The Northwest Division’s “Gold 
Getters Contest,’ has come to a 


' elose with H, E.\Endress of the 
_ Empress Theatre, 
' Minn., winner of the grand prize 
- of $200 for a standing of 265 per 


Rochéster, 


cent above his quota for the 
period. 

characterized by 
division executives as the most en- 
thusiastic one ever staged, ran 
over a thirteen weeks period, end- 
More than half 


were prize winners of some sort 


or another. The contest conflicted 
in no way, with the Second Quar- 
ter Drive, and helped by furnish- 


ing an enthusiastic aftermath to 
- the men of the entire division. 


Second and third prizes were 


won by J. T. Stroud, Park Thea- 


tre, St. Paul, and J. C. Ewing 
‘Lyric Theatre, Watertown, S. D. 

The end of the contest marks 
the introduction of the Quota 
Club, an honorary organization 
open to managers who exceed their 


quota for three months running. 


Membership is for the quarter fol- 


lowing the winning period, and 


jJasts only for the period unless the 
quota is once more _ exceeded. 


q Members of a year’s standing re- 
- eeive a placque. 


This splash in the World is all the more remarkable because the 
Manhattan papers usually leave the job of taking care of Brooklyn thea- 


Get out your magnifying glass and laugh your way through Carroll’s 
( 


Expedition Into Heart of Gayest Brooklyn Brings Back 
| Weird Tales of Native Cerem onials in Movie Palace 


magic; saying Brooklyn Paramount, 


The Brodklyn Paramount Theatre, 
once thside, proved to: be ‘to the New 
York: Paramount Theatre what ee 
jungles of South America sre to thos 
of Africa. * * * not.as famo 
more 20.: In‘the first place it 
ger. In the second place .itiis deco- 
rated with more, 1f this 16 ‘possible, 
varieties of taste. In the third place, |. 
while.a person. méy get lost in the 
New York pleasure dome, he is not 
set upon by all manner'of men. and |- 
‘things as he is in Brooklyn’s play-]| . 
house. From the moment you enter | 


PUBLIX OPINION, WEEK OF MAY 


“SOMETHING DIFFERENT EVERY NIGHT!” 


Imagine Manager Bob Weitman’s embarrassment—you'll have to 
imagine it, because he wasn’t—when he picked up the New York Sun- 
day World and found that his live lobby and lounge attractions at the 
Brooklyn Paramount had inspired a feature story by Carroll Carroll, well- 


absolutely free.” 


ate 


isc as 


Cees Meg eae Eke Ss ae! 


WORLD: SUNDAY, 


THE APRIL 


RM Sa ° — 


the doors of the Brooklyn Paramount, gry J, 


ig SH 
Reo aA 


gtruments accompany one another to 
the death, you have not heard ‘music. 
They axe considered an improvement /' 
over the banjo player who once held j 
-| down the spot. Renae 
Radios; and phonographs scream af 
‘you from all directions. The chan- & 
deliers are dipping with ‘rea, green, § 
yellow. and pink paper testocas under 4 
which, atalking Mké¢ hunted, Semi- i 
noles in the moss-hung Everglades, 
silent, lurking ushers glide. 
“In.thé Grand Loungé. a gent plays |, 
an ultra-grand piano. He will play |% 
any thing any one’s or hag heart de- ; 
sires. It is an impresslye victory” © 
mind over something that doesh’ 


but 
big- 


i Oa greatest show on the mid- 
way!” 

Feeling curiosity mounting up 
fround his eats, your busybody sought 
out some one to whom he could talk 
and who might prove confidential. 
“How long has this been going on?” 


lynites. 


his voice. ‘“Evet since the ‘theatre 
; Was opened over a year ago,” was the. 

{happy answér. : 

Right after that, facts—astonishing 
facts, facts that left this incrétdulous 
investigator gaspiig—came rolling 
torth im’ abundance. , The tieatre is 
? one of the very largest of the Publix 
chain, and there is nothing but a/m. J : 
balloon ascension they will not con- ae ipis Bree ae 
sider as an added lobby or lounge at- 
traction. The reason _for this seems ing if 


Something Different 
Every Night 


‘| matter. Further on @ girl will draw, 
for nothing, an almost speaking like-/ would sink instead of rising. 
neas of those interested in what they ¥ 
figured out to have these actually] jackets and picking locks for. the, 
wired for sound. That. will come in} amusement of the customers in the 
time, no doubt, ~ - lobby. This did not prove such a 
j success. Not because, as you may 
When the Handouff are. jaguar. Ne gave folks ideas on 
10w to get out of the place, but be- 
wing Wee , cause it attracted 9 rougher element. 
In cage you dre a lover of only| Brooklyn gangsters came for pointers. 
symphony music, there is in another, Oncé they: had a food show. Every 
jounge a piano and violin ensemble] one wha came to see the picture, if 
of two constantly making ‘every ef-| she could.prove that’s what she came 
fort to keep you familiar with the| for, got $2 worth of groceries free., 
latest tunes of. Bach .or ethoven. | It brought. crowds.: The management 
All this is simply so nobody will be-| knew! its groceries. “They expect to 
come bored while waiting to go in} have other shows. 
and see a picture which, you may be] The Postal Telegraph: Service has 
jaurprised to learn, is thrown in ab-|had a lobby diaplay, This was edu- 
solutely gree. ‘“Ladeez. an’ gennull-! cational. It brought the tremendous 


ae SESE gee 


ste 


CLOWN IN LOBBIES 


Live lobby attraction touring 
the Publix-Saenger theatres to 
good results is Go-Go, a clown. 
Particularly good in stimulating 
juvenile attendance on Saturdays 
and holidays. 


LAUNDRY HERALD 


Arthur Swanke, manager of the| 
Arcadia Theatre, Ranger, Texas, 
had a special laundry herald dis- 
tributed on Norma Shearer in the 
“Divorcee’’ that gave him coverage 
on the entire town for $3.00. 


description of the hundred and one things which impel Brooklynites to 
fall over one another buying tickets to the Paramount. “All this,” Car-. 
roll says, “is simply so nobody will become bored while waiting to go 
in and see a picture which, you may be surprised to learn, is thrown in 


His conclusion is serious and to the point. 
who figured that a 4,000 seat house in the downtown section of sprawl- 
ing Brooklyn would, go,” he says, “knew how to turn the trick...The 
patrons enter into the spirit of the place, proving how well it is being 
managed to enter into the spirit of the patrons.” 


20. 1980. _ 


£); 


strides being made by civiliaation 
right to the very door of the Brook-. 


Rudy Vallee has given away auto- 
graphed phonographs, valentines and 
even sold tickets to attract hig pub- 
eet have: bee es ona. ee 

w: + wandering around the lobby looking 
he was asked with 2 slight tremor ir for work: willing to tell any mother | 
present whether her baby was crying 
and any girl where her wandering 
boy -was at the moment... . also 
past, present and future. 


The’ doors open’ promptly at 11/ A. 
: moment & phono- 
graph statts playing in the. lobby. | 
From _ then, on nee. is something do- 
: every : every moment. A 
to be that the house is so full of hot| singing usher drequetiiy’ spells the 
ait that a balloon filled, with’ helum phonograph, proving they have some 

: ltérider ‘feeli. . 7m F 
: Fora while they had a kandcuff Three ering ea be os or ne 
jook like. As yet no way. has been|king jumping ‘in and out,of stralt|whene «ything-elee is tired out. The 


9th, 1930 


“The showmen, geniuses, 


} 


ey! 


show is continuous until past niid- 
night. e 

- On Monday night, after the final | 
écreening of the regular feature, the | LF 
Pleasure-mad ‘throngs are lured by 
revivals of famous old ‘éilent films. : 
Valentino is the favorite. i 

On Tuesday nights at 11.30 they | i 
used to have a broadcast from .the| & 
stage. Movie favorites. acted as mas- 
ters of éeremony. 

Wednesday’ nights' there is dancing 
in the Grand Lobby. Music for this } 
is furnished by the neighboring Par- 
amount ‘Inn Band. It, volunteers for 
this necessary work. rs 

Thursday night nothing can happen 
because every.one is scurrying around | j 
redecorating the house for the néxt |’ 
week’s attractions. 

Friday they're all tired, out from 
this grueling work. 

But Saturday night is Amateur 
‘Night. It is called the Koo-Koo Klub 4 
and its members wear buttons. They |. %.: 
come to cheer their’ friends appearing : 
‘on the stage and to sing with the 
organist, Bob West-—the Man You 
awe to Sing With, Before the ama- 

t idea, was evolved the events were 
' ed Bob West's Sihg Fests. | 
| #H is not an unusual thing of a 
|Wisy evening for a couple of young) % 
ten or girls or a ayer pak to| 
'mep out of the line’of people wait-| 
fig to be aeated and offer|to sing a} 
few numbers or do,a dance routine) , 
ff accommodations can be found for| ' 
them in the auditorium. When Buddy} 4 
Rogers played on the stage. a girl) @ 
tried to climb ‘over the orchestra ‘pit 
to get. at him. fits i 

They are elways—working no new| 
lobby ideas: Skee-ball, clock golf, |; # 
roHer coaster+-anything may (be next. 
All of ‘which ‘makes it easy to under- 
stand why Coney Island came to life 
and thrives,on Brooklyn‘s outskirts. 

The showmen; géniuses, who figured | 


Ae 
» ames 


affiliations. > 
The patrons enter into the spirit of | 
the place, proving how well it is be-| 4 
ing managed to enter into the spirit ; 
of the patrons. P 


get busy 


MYSTERY CAR 


Manager Irving Cohen success- 
fully employed the mystery car, 
with all windows and glass cov- 
ered inside with black cheese 
cloth, on ‘“‘The Benson Murder 
Case” at the Paramount, Water- 
loo, Iowa. Trick is in the scrim 
effect, opaque from the outside 
but transparent from the inside 
looking out. 


DO YOU CAMPAIGN THIS WAY? 


Three things are outstanding about any successful campaign in show business, 
whether the campaign be for the benefit of a coming attraction, a new policy, an an- 


niversary event, or a visiting celebrity. 


This scheme has been followed by Balaban & Katz-Publix since 1918, and is 
now being successfully used by thousands of “ace” merchants of entertainment. 


Those three things, in the order of importance are: 
THE PLAN 


1. Start planning your campaign as far in advance of its starting-playdate, as you pos- 
sibly can. Three days is not enough. A month or three weeks is best. Launch your 
separate campaign-units when they’ll be timed most effectively, not when you’ve fin- 
ished planning. This plan includes your ‘‘analysis,”” which gives you a slant on the 


kind of copy to write, and the kind of stunts to do. 
THE COPY 


7 


Well thought-out copy, based on proper analysis of your merchandise and your market. 
Get it prepared early, and all ad-proofs revised and ready for release, far in advance, 
so as to leave you with open time to execute special stunts, fronts, ete, 


DIRECTED APPEALS 


The total number of units of effort contained in your original campaign, which havé 
been successfully consummated, and properly spread to cover your whole potential tick- 


et-selling zone. 
tion on. 


Anything worth campaigning is worth shooting up a lot of ammuni- 
As you become expert, you won’t need so much ammunition because you'll 


get the required number of ‘‘hits’’ each time, with smaller expenditure of effort and 


money and ideas. Most of the effective campaigns start.out with a great number of 


“things to try to do,’’ and wind up with actual effective accomplishment of about 


half—which is a splendid result. 


Campaigns laid out along these lines, planned far 


enough in advance, usually cost the least amount of money, time and effort, and are 


invariably within budget allowances. 


0. 


ECONOMY AIDS 


ATTAINMENT 
OF QUOTA 


Amidst a storm of promotional 
activity on the part of contenders 
in the Second Quarter Prize Con- 
test, Divisional Director John J. 
Friedl points to Manager James H. 
McKoy of the Olympia, Miami, 
who has not forgotten that itis a 
profit contest. : 


Realizing that every cent saved . 


in his operation meant that much 
more toward realization of, his 
profit quota, McKoy planted the 
economy germ in each of his de- 
partments. 

After three weeks in which he 
observed the conscientious way in 
which his art staff, projectionists, 
service staff, 
were making supplies go as far as 
possible, McKoy let them know he 
appreciated it. 

Memos to each department 
thanked them for their efforts, and 
specified suggestions which had 


|meant substantial savings, such as 


the stage manager’s efforts in sal- 
vaging lamps. At the same time, 
McKoy outlined other methods by 
which further savings might be. 
effected. 


MEETINGS Al 
AT BOOSTING 
MUSIC SALES 


Home Office members of the 
Music Sales Division and music 
sales attendants of the Greater 
New York theatres held the first 
of a series of bi-monthly meetings 
last week. 

Purpose, states Mack Stark, 
head of the division, is to develop 
an interchange of ideas based on 
actual experience acquired in the 
New York theatres. Constructive 
ideas will be made available for 
promotion of music sales in the 
field. 

Stark outlined a plan whereby 
sales attendants who have demon- 
strated their ability and initiative 
will be promoted to District and 
Division Supervisorships, as mu- 
sic sales activity develops. 


Study of peak sales periods, 
Stark said, indicates that more 
sales are made during spills than 
at any other time. He empha- 
sized the importance of at- 
tendants being particularly alert 
during spills, since these occasions 
afford the most opportune time to 
sell music which outgoing patrons 
have just heard. Routine work, 
he said, should be relegated to the 
intervals between spills. 


“The ‘three copies for one dol- 
lar’ offer of sheet music,” Stark 
said, ‘‘is meeting with increasing 
success. It should be pushed as 
our best avenue to volume sales.” 

Suggestions offered had to do 
with importance of properly dis- 
playing numbers, concentrating on 
numbers with radio. popularity 


| when no songs are included in the 


current attraction, and tying-in of 
lobby entertainers. 


SOUVENIR PROGRAM 


J. A. Jones, Manager of the 
Saenger, Pensacola, got out a Sou- 
venir Program for his theatre’s 
fifth anniversary week, financed by 
merchants’ ads. Two fashion 
shows in cooperation with depart- 
ment stores and appearance of a 
local radio favorite were stage at- 
tractions with Jones’ three changes 
that week. 


GIRL DISTRIBUTES ROSES 


Manager J, P. Harrison of the 


Waco, Waco, Texas, had an at- 
tractive girl pin roses on coats of 
leading business and professional 
men, delivering a sales talk on 
“The Vagabond King’’ at the same 
time. Florist donated the roses 
for a credit line on the attached 


| tag. 


stage and cleaners 
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-YOU HAVE THE 
| MERCHANDISE 
SELL IT! 


Publi 


The Official Voice of Publix 


YOU HAVE THE| 
MERCHANDISE | 
SELL IT! | 


' Publix Theatres Corporation, Paramount Building, New Y ork, Week of May 9th, 1930 


I want everybody to see how much more time he can s 
accomplishing details that contribute to the hi 


decrease in time spent at desks. 


ve no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


Publix Opinion 
Published by and for the Press Representatives and Managers ef 


PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A. M. Bortsrorp, Dr. Advertising Benj. H. SERKowIcH, Editor 
Contents Strictly Confidential , : 


CONSIDER THE RADIO — 


The successful showman, like the successful man in any busi- 
ness, is the one who takes the fullest advantage of every possible 
medium which presents itself in aiding him to effectively sell his 
product. Advertising is selling. In the early days, the only way 
to deliver a message to one’s community was by the town crier. 
The modern descendant of the town-crier is the newspaper, and it 


still remains the most effective sales medium. However, from the 


earliest days, there have been auxiliary means to bolster up this 
fundamental selling force. Among these, perhaps none is more 
powerful and far-reaching today than the radio. 


_ Associated with advertising from its embryonic stage, the radio 
has been somewhat taken for granted as an advertising medium. 
Like most things which are taken for granted, its full effectiveness 
is sometimes overlooked. Perhaps a glance at some statistics and 
figures might bring out more vividly and arrestingly its tremendous 
selling possibilities. . 

At the close of 1929, there were 522 stations on the air, 382 of 
which sold time to advertisers, broadcasting 8 hours daily every 
week in the year. Ten thousand local and national accounts spent 
$75,000,000 during that 
time and $15,000,000 for talent. What is more important, the sur- 
vey showed that 12,500,000 radio sets were installed in homes with 
an estimated listening audience of 62,500,000, or more than half the 
population of this country. 

If these figures are too staggering for ordinary assimilation, just 
consider how many people you know in your town who do not have 
radios. Consider, also, how many of them, at some time or other 
during the day, do not listen in at their homes. This should satis- 
factorily convince you of the immense and effective coverage fur- 
nished by the radio as an advertising medium. 

The radio provides an ideal set-up for selling because it talks 
to the prospective patron at home, when his mind is relaxed and he 
is in a receptive mood. It brings about tremendous word of mouth 
advertising all over the country which is under the control of the 
advertiser. It furnishes a quick coverage, as it is heard all over 
the country. Among its other great advantages is that it is a flexible 
medium, permitting a change of plans as late as one hour before 
_ the program goes on the air. If you are resourceful and inventive, 
you can always work out a stunt that will, at no cost, be acceptable 
by your local radio station as entertainment. Do it often and you'll 
be surprised at its ticket selling strength. 


IN THE PUBLIC’S EYE! 
A letter to Your Editor from Manager Wally Watlington, of 


the Publix Strand Theatre, Texarkana, Tex., furnishes an excel- 
lent basis for an editorial. Here it is: 


STICK YOUR THEATRE IN THE PUBLIC'S EYRE! 


So advertise your theatre and the attractions playing there 
—that when the public thinks of entertainment they will im- 
mediately think of YOUR THEATRE! 

Keep your theatre so neat and attractive that it cannot. help 
being observed as a nice place in which to spend an enjoyable 
afternoon or evening! 

Train your personnel in Publix policies—to the extent that 
the courtesy, politeness and efficiency of your staff CANNOT 
HELP BEING NOTICED by theatre-goers! j 0 

Make friends of the children—before very long they will be 
your best paying patrons! 

_ Conduct YOURSELF in a manner that will reflect credit 
on this company; by so doing you will reflect credit upon YOUR- 
SELF! 

_ Think Publix, Talk Publix, Act Publix. If you do—you can- 

not be wrong! 
.. Again:—“STICK YOUR THEATRE IN THE PUBLIC'S 
4 EYE!” 
_ MAKE ’em notice it! 


year, of which $60,000,000 was spent for) 


BRAGGERS’ CLUB 
GETS THEATRE 
GOOD WILL 


Because Council Bluffs, Ia., is 
just across the river from Omaha, 
many residents of the smaller com- 
munity have been doing their trad- 
ing in the larger city. The Coun- 
cil Bluffs Chamber of Commerce 
has started an organized campaign 
urging Bluffites jto patronize local 
enterprises including the Publix 
Broadway Theatre. A Council 
Bluffs’ Braggers Club has been or- 
ganized and every one is boosting 
the town to the skies. 

Bob Fulton, manager of the 
Broadway Theatre, sensed the 


|value of associating his theatre 


with such a worthy enterprise be- 
cause of the good will value gained 
through the theatre’s association 
with the Chamber of Commerce 
and other business institutions in 
the city. He has allied himself 
with the movement and distributed 
350 window cards in as many win- 
dows in Council Bluffs reading: 
LIVE 
in Council Bluffs 
BUY 
in Council Bluffs 
PROSPER 
' in Council Bluffs 
Courtesy of Publix 
BROADWAY THEATRE 
5,000 calling cards printed on 
both sides have also been dis- 
tributed by the theatre. On one 
side these cards bore the following 
message: 
HOWDY! j 
I’m A Council Bluffs Bragger 
Are You? 
On the other .side was the fol- 
lowing inseription: — 
AND... 
I’m also bragging about the 
excellent talking and singing 
pictures presented each week 
at the 
BROADWAY THEATRE 
Council Bluff’s Amusement 
Headquarters. 
In addition to the good will 
gained by this cooperation on Man- 
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NEW YORK 
PROGRAM 
PLOTS | 


Week Beginning May 9 


IA 


New York Paramount 


. Orchestral Feature — Paul 
Ash (10) 

. Paramount News and Sound 
Trailer on “The Texan” and 
Rudy Vallee : 


Unit — 


INEM 


(12) 
(7) 


Home 
Wreckers (35) 
- “Devil’s Holiday’ — Para- ; 
mount (74) 
- Trailers. (2) 
140 minutes 


Brooklyn Paramount 


. Prelude 

2. Paramount News and Sound 
Trailer on ‘Paramount on 
Parade’”’ 

. Earl Abel Organ Concert... 

. Publix Unit—Pat Rooney... 

- “Devil’s. Holiday’? — Para- 
mount é 


INU 


TOMO 


140 minutes 


Rialto Theatre 

“Paramount'on Parade’. 
‘ —Fourth Week 

Rivoli Theatre 
“Vagabond King’’—Second Week 


INN 


LD 
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‘parade to usher in the event. 


HAN 


aM HHA 


pend in actively getting in and around necessary places, 
gh standard we all are compelledito demand! | expect to see a} 


—SAM KATZ, President, Publix Theatres Corp 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
i trade papers for it, tool gare 


LENGTH OF FEATURES 


Make 


Foot- Runn’g 
age Time 


Reeord 


No. Subject Character 


Return of Dr. Fu Manchu—s 
reels (AT) 

Safety 
(AT 


6585 


7077 
8100 
7700 
8775 
6000 


4900 


Paramount 73 min. 
79 min, 
90 min. 
86 min. 
99 min. 
67 min. 


Paramount 
Pathe 
Fox 


54 min. 
LENGTH OF TALKING SHORT 


PARAMOUNT : 
((AT)—ALL TALKING ; 

In the Good Old Summertime (Song Cartoon) 
The Tide Rises (Bruce Scenic) 
Come ous a Trip in My Airship (Song Car- 

toon fe ca'enew hares cenetions ie a eek atecets 
News No. 78 ! 
News No. 79 


MGM 
Fifty Million Husbands 
Below Zero 


: EDUCATIONA 
Fat Wives for Thin 
Scotch (Sennett) 
Length of Synchronous Shorts 
PATHE 
Fish, Fowl and Fun (Sportlight) 


advertising the engagement of — 
“Montana Moon” at the theatre, ° 


ager Fulton’s part his activities 
have already been awarded with 
the following tangible benefits: 
For the International Exposi- 
tion held in Council Bluffs, the 
Chamber of Commerce organized : 
Th 
place of honor at the head of the 
parade was given the Broadway 
Theatre for a covered wagon float 


the support given them by Fulton, 
the Broadway Theatre received 
gratis, booth space for a display 
| of pictures advertising the attrac- 
tions current and coming to the 
house. 
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Anniversary Trailers Ready 8 
Meetings Aid at Boosting 
Music Sales 
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for ' Sound Distribution 
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by Dr. N. M. LaPorte 2 
GENERAL INFORMATION 
Preventive Steps Against 
“Swivel Chair’? Manage- 
ment to be taken imme- 


atre Good Will 


~ General Merchandising 

Exploit Sound Perfection 
Sanely 

Good Reproduction Brings 
Praise from Patron.... 

Manual Ready on Candy 
Sales 

Contest Calls for Cooling 
Slogans 

‘Cooling Plant Copy 

Trade Journal Assails 
“Hot”? Ad Tactics 


diately 
Publix Must Maintain Pres- 
sure of Energy to Accom- 
plish Fresh Task......... 
Check Heating Equipment 


Elmer Levine’s Biography. . 

Candy Machines from Coast 
to Coast..4e. 4 

Editorials 

_N. Y. Program Plots 
Length of Features 12 
GENERAL NEWS 

Publix Adds 300 Theatres. . 

300 Gather at Atlantic City 
Convention .. 

Alert Effort Builds Suprem- 
acy for Paramount and 
Publix 

Students Visit G. E. Light- 

, ing Institute 


¢ Brooklyn Gets Splendid 

? Break With Institution- 

4 al Story 

: Do You Campaign This 

$ Way? 

¢ DISTRICT MGRS. SESSION 
@ Circuit Operation Has Ad- 

a vantages : 6 

e Barry Covers 

é ' Analysis 

@ See Overhead as Service... 6 3 
¢ 
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